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They’re Bigger, Faster and in Definite DEMAND! 




One-of-a-kind upgrades and 
customization service. 


Technical Support 

Toll-free professional assistance 
- just a pVione call away. 

Product Availability 

Huge inventory of Brand 
name, compatible and OEM. 

‘4 ' 

Custom Configuration 


Price Competitiveness 

Best prices and discounts 
means better margins. 


Same Day Service 

Pick-up and delivery service 
same day gives you an edge. 

f.'. . ■■ ■ 

Assigned Sales Representative 

We know your business and 
understand your needs. 


No Ordinary Computer, 

No Ordinary Distributor. 


Supercom 

Super Ouality Computer Product Distributor 


Vancouver Tel:(604) 276-2677 Fax: (604) 276-0807 

Toronto Tel:(905) 415-1166 Fax:(905)415-1177 

Montreal Tel:(514) 335-1166 Fax: (514) 335-9326 

Nationwide Toll-Free inquiries 1 - 800-949-4567 


Aptiva joins the Supercom Family 


Supercom, your source for IBM PC products, 
is pleased to offer the entire family of IBM Aptiva 
Personal Computers. 

Aptiva is one of the hottest personal computers 
on the market, with brand name recognition 
that continues to grow. Customers will come 
to your store looking for Aptiva. 

At Supercom, we make it easy for you to sell 
Aptiva. We have the models you need, in stock, 
and ready to go. Need literature? Need Point 
of Purchase materials? We're just a simple 


phone call away. Ask about our Dealer 
Authorization program, the great Demo 
program, EPP program and more. 

We’re here to help you sell Aptiva. 

It gets even better. We've put together 
some great Introductory Specials. Already 
an Aptiva Dealer? Call your Supercom 
Sales Representative for more information. 
Want to know more about Aptiva and how 
to become an Aptiva Dealer? Call for your 
FREE Aptiva Dealer Information Kit. 
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Ready 

Samsu 

space 


Samsung's lineup of hard disk 
"space" vehicles provides the 
optimum capacities for 
today's storage requirements. 
Designed to give a boost to 
any PC, they'll fly on virtually 
any operating system, includ- 
ing MS-DOS, OS/2 and 


Microsoft Windows. 

These drives are high on per- 
formance, offering fast ATA 
support and full compatibility 
with the required data transfer 
rates for PCI Buses. 

They're also high on reliability, 
with a three year worry-free 


warranty riding behind them. 
To find out how Samsung dri- 
ves can meet the needs of 
your space missions, just give 
us a call at EMPAC. We'll he lp 
drive up 


Model Number 


WNn-31601A 


Capacity (formatted) 


Buffer Size 
Average Seek llme 


Data Transfer Rate 



Solutions In Computer Distribution 


TOLL FREE; 1 -800-T O - E M P A C 


Toronto Office 

168 Konrad Cres. 
Markham, ON 
L3R 9T9 

Ph: 905-940-3600 
Fx: 905-940-3604 
All companies logos and /or i 


Montreal Office 

3385 Rue Griffith 
St. Laurent, PQ 
H4T 1W5 
Ph; 514-345-9000 
Fx; 514-345-8551 

'marks are registered trade 


Vancouver Office 
186-4611 Viking Way 
Richmond, B.C. 

V6V 2K9 

Ph; 604-821-0177 

Fx; 604-821-0277 
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Why Not Deal With The Biggest? 

Buying parts the usual wiy! No-name brands of no known origin. No assurances ofreliability or compatibility. No support. That’s no way 
to build a computer. Much less a business. Switch to Acer components. Every Acer product meets the toughest quality standards in the 
industry. And that includes just about every kind of component your system needs. From monitors and keyboards to motherboards, sound 
cards, chassis, and CD-ROMs, AcerOpen lias it all! And you’ll rest easy knowing every Acer component worb together. It’s proven every- 
day. As a matter of fact. Acer built the world’s fifth largest PC company around these parts. At Comtronic, we're your one-stop Acer 
source. Our warehouses arc packed to the ceiling with Acer quality products. And all at prices that figure to leave you plenty of margin. 
Call Comtronic, Canada’s largest AcerOpen Distributor, now for quality and quality that adds up. 


i t) <I 1 @ M B '"S' ^ 


Call 1-800-297-5505 Today For An Authorized Comtronic Distributor Neat You! 


:^Comtronic 


905-479-8336 

Hamilton 

905-574-3744 


Vancouver 

604-273-7280 

Montreal 

514-731-1223 


London 

519-679-2922 


Kingston 

613-634-1880 
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AcerOPEN 




EDITOR’S DESK 



PC Graphics; Not Just Pretty Pictures 


Think about this intrigu- 
ing phenomenon: Kids 
across the country are 
regularly holed up in 
their basements for 
countless hours; toiling 
in front of their computer screens until the 
wee hours of the morning. They're render- 
ing large graphics files, manipulating 
images, doing raylracing, drawing, experi- 
menting with tills, light sources, reflection. 

If you ask them: “Why?,” (believe me, 

1 have), they’ll shrug, and say: “For fun." 
Of course. It's not just the kids who are get- 
ting their kicks from experimenting with 
and pushing the limits on computer graph- 
ics. As resellers of hardware, graphics soft- 
ware. hard drives and RAM — you can no 
doubt attest to this craze. As a hobby, it 
unquestionably has merits. "It keeps 
them off the streets,” shrugged Kai 
Krause, graphics guru, plus co- 
foundcr, and science and design 
officer for MeiaTools Inc. 

Yel. beyond the entertainment 
value; these people who are really 
getting their minds around these 
digital graphics are preparing for 
the new reality, as advances in 
graphics and perhaps even more critical — 
processing power, drive and change not 
only the interfaces we’ll work with; but the 
capabilities of computing. 

Krause was on hand for the recent 
Intel Platforms for Visual Computing brief- 
ing day in San Jose. Calif- (Plea.se sec 
"Inlet Makes 'Visual Computing' Push." 
page 16.) Industry players showed off the 
latest in computer graphics, 3D. video 
capabilities; and discussed the potcnliai 
impacts on such sectors as entcnainmenl, 
medicine, retailing and business. 

3D Photos 

One of the most telling dcmonsliations 
came perhaps from MeluTools. The com- 
pany invited Craig Barren, executive vice- 
pre.sidenl and COO of Intel to take a seat in 
frnnl of a camera-like device. He obliged. 
A moment later, his visage appeared on the 
overhead computer screen. The audience 
nodded tolerantly. Digital caments arc cer- 
tainly a growing market; but not exactly 
gasp-wrenching material. 

Bui that was yet to come. The demon- 
strator clicked on the photo of Barrett, and 
then rotated the 3D image of his head. And 
there was the audience gasp! 


The technology comes from 
MetaTools’ partner RTG Technology. The 
"camera" was an RTG 3D scanner. The 
company claims: “scanning u human face 
results in a model of approximately lO.OCX) 
triangles, complete with a super high-qual- 
ity texture map, in 0.3 seconds on either a 
PC or .SGI platform; the output model is 
optimally triangulated and ready for edit- 
ing. Large obJecLs can be scanned in parts 
and then the triangle-based data 'glued' 
together a.s a single 3D image." For more 
on the technology, and to view some 3D 
photos, check out: http://www.metatools. 
com/rtgcom/. 

Think of the implication for on-line 
catalogs. Imagine, not just .seeing a photo 
of your potential purchase — what if you 
could turn it around, examine it from every 
angle; open il and manipulate it? 

The future is graphical; 
and it's not just window dress- 
ings — it’s a meaningful evo- 
lution of computing. 



Good News Graphics 

For resellers, it's only good 
news. The processors are getting 
faster, the computers are ever- 
increasingly powerful; driving and 
accommodating these new .scenario.s in an 
intriguing chicken-and-egg fashion. Net- 
working capabilities will definitely have lo 
speed up. The need for high-quality print- 
ing will only see increasing growth. (Please 
see: "Preparing For The Printer Market In 
1997." page 26.) 

Memory and .storage requirements are 
already exploding and as your users look 
for more capability to handle the massive 
flics that are being created; expect this to 
only accelerate. Be .sure to check out 
CeWs special Lab Test report this issue on 
hard drives, on page 38. And check out 
“The Reeordahle CD Yields Opportunity." 
page 36. 

Meanwhile, remember many of those 
kids who come into your stores to pick up 
an extra I6MB of RAM, may be doing 
very significant work for major corpora- 
tions in just a short while. 

And if you have someone toiling away 
ai computer creations late at night in 
YOUR basement — well, be sure to leave 
a light on. E» 
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$25 REBATE $50 REBATE 

lOOSX 03.9" VIS ) lOOSF 03,9" VIS ) 

Sony’s %Tt2XMonitor Reseller Rebate is back! 

Get ready to see green every time you sell Sony lOOSX and lOOSF displays. 

Hop to the phone and c^l your distributor today because this offer ends June 30, 1997 
and prices have been reduced on many of Sony’s award winning Trinitron® displays! 

(MmM MERISEL, Supercom 

800-387-9751 ljOO-265-7212 800-668-3450 800-637-4735 514-354-3810 800-803-9460 800-949-4567 800-668-5588 

905-479-2223 416-740-9404 416-243-7336 905-882-1600 905-670-8899 


LETTERS TO THE EDITOR 


Is Windows CE Ready For Banking With IE? 

I read your Editor's Desk article regarding Windows CE. I 
was wondering if the IE version in WinCE has the low-level 
security in it? 

This would help if people wanted to bank on-line. 

Also, do you know when Philips Velol is coming out to 
the public? 

Myles Lu 
Electrical technician 
AMOX Engineering Inc., Burnaby, BC 
inylesville@geocitie,s.com 

Editor’s Note: Windom CE l.l has added support for Secure Sockets Layer ISSL2 and SSL 3). 
and Private Communicalion.t Technology (FCT). Usersof Version 1.0 can download an upgrade 
from: hUp://www.mkro.\oft.comM’indowsce/pie/. 

There are a ixiriety of features that can be found in the full-fledged desktop version of 
Internet Explorer, hut not on the handheld. They include support for: scripting languages such 
a.s JavaScript, JScripl, and Visual BasicScripting; animated objects such as GIF, AVI, MPEG, 
and MOVlQuickTime) objects: MIDI, AU. andAIFF sound files: ActiveX controls and cookies. 
For a full list, see: http://www.microsofl.com/windowsce/developer/data/designer/himl.hlm and 
http://www.micmsofl.comAh/article.s/ifl6l/3/I9.hlm. 

However, as Bill Gates himself says, this is just Version One of the Windows CE handhelds, 
and we should expect to .see significant improvements in subsequent releases. 

According to Philip's Web .tite — http://www.velol.com, the Velo has just .started to ship. 
Hewlett-PackanI's higger-screen 320LX .should also start .shipping this summer. B* 

IVe welcome vour letters on industiy issues and concerns, and your comments on our magazine. 
We reserve the right to edit )'our contributions for length and clurit)’. 

Please write to The Editor, via E-mail at ccw@lcp.ca, or fax: (604) 60S-26S6. 



CCW Bulletin Board 


Vancouver VAR Seeks 
Sourcing Partners 

I have recently started up a VAR busi- 
ness. a small-time PC system reseller. I 
would like to be pointed in the right 
direction for sourcing software (including 
OSs. suites, apps and games) as well as a 
good PC hardware source or sources. I 
do not intend to resell assembled .systems, 
but to piece them together from the case 
up. 

Any assistance you could offer in helping 
me to create a competitive, successful 
VAR business would be appreciated. 

Robert W. Firltte 
President 

Virtue Engineering Solutions 
Vancouver 
Roberl_yirtue(Q>mmdlint net 
(604) 253-6315 


Looking for a product, service 
or partner? 

Write to CCW Bulletin Board, 
at ccm@lcp.ca, or 
lax: 1403) 262-7892. 
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NDUSTRY FLASH 


INDUSTRY FLASH! 


New standard supports 
critical Java applications 

Despite all the hoopla about the potential of 
the Java programming language to re-dellne 
the computer software market, precious little 
in the way of commercial Java applications 
has made it into this market so far. 

However, the appearance of real, shrink- 
wrapped Java applications may have been 
brought a step closer due as some major ven- 
dors are defining a standard for development of 
key business software using the Java lattguage. 

On April 4, IBM. Oracle and Tandem 
announced an alliance designed to specify a 
new Java language extension, named JSQL. 
to help create business critical Java database 
applications. 

According to Jon Kanncgaard. vice-pres- 
ident of software products of the JavaSoft 
division of Sun Microsystems. “JSQL will 
help bring Java to the enterprise by creating 
Java database applications that are written 
entirely in Java. Oracle. IBM and Tandem 
working together to drive this specification 
shows continued innovation and momentum 
for Java in the enterprise," 

One of the key building blocks for suc- 
cessful use of Java applications is the ability 
to write Java applications that can easily gain 
access to relational databases. 

A draft version of the JSQL specification 
is now available for download from 
hup://www. splash.javasoli.com/dalnbascs. 


■mi:i:t.-* 

Canadian Compuler Whalesalerwlcomes your opinions 
on current issues in the market, plus your feedback on 
' curpublication. 

Wb welcome your ideas regarding news 
and leaiure topics for Canadian Computer Wholesaler. 
Feel free to cpntact the editors directly with your 
suggestions 



We'd like to hear your feedback and 
suggestions on our Test Labs reviews section 


Intel demonstrates 
Pentium II in NetPC 

(NB) — Andy Grove, chief executive officer at 
Intel Corp. recently demonstrated the next gen- 
eration of Pentium microprocessors. Pentium 
II. in a networked computer, called NetPC. 

"The migration from the world of the 486 
microprocessor to the Pentium microprocessor 
was a major progression for 
the world of computing.” 
began Manny Vara, spokes- 
person for Intel. “After the 
Pentium came the Pentium 
Pro. Now, we see Pentium II 
as the next major pcogres- 

in microprocessors. It 
will deliver a level of perfor- 
mance which will astound Andy Grove, 
the industry." Intel CEO 

Vara also said, "There is a lot of talk 
about which microproces.sor ha.s the most 
speed. We cun all talk about 200, 266 and 
400MHz processors, but performance is what 
counts and performance comes from more 
than Just clock speed." His comments focus on 
Pentium II which, according to Intel, repre- 
sents an entirely new form of microprocessor. 

Pentium II does not have pins similar lo 
its predecessors. It also docs not have the 
standard ceramic cartridge. Pentium 11 has a 
plastic and metal cartridge called "Single 
Edge Contact." Instead of the multi-pin con- 
nection to a motherboard. Pentium II fits into 
u slot, called Slot 1 , .similar to a PCI slot. 

"As we move forward into an era where 
tens of millions of people will be buying com- 
puters. Intel has to have a microprocessor 
which can be produced dependably and rapid- 
ly in high volume," added Vara. "Pentium II is 
ihe design which makes that possible." 


The Edita: Canadian Computer Wholesaler 

408 - 99 Atlantic Avs., Toronto, Ontario M6K 3J8 

Fax. 1416) 588-8574 

E-mail: ccw®lcp.ca 

Editor: Grace Casselman 

Call: 1403)262-7890 

Fa*: 1403)262-7892 E-mail: gfacec0n0tcam.ca 
Associate Editor: Jeff Evans 
Call: 14161535-8404 

Fax. 14161588-8574 E-mail: jeff®tcpon.com 
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intef EOpen Fujrrsu creative 


Enjoy the 


stop 

shopping! 

i'bAYTEK TCciSTEfi ^Seagate 


Please call £lca Systems at 

Toronto (905) 470-7301 Ottawa (613) 746-6227 
Vancouver (604) 303-0206 fflonireal (514) 333-6538 


DVD Consortium announces licensing plans 

(NB) — The 10 companies Ihal make up the DVD Consortium, an exclusive 
club that only companies which hold DVD related patents can join, has 
announced the completion of licensing plans for the new system. It means that 
companies outside the 10 consortium members are now free to license and 
manufacture DVD-based technology. 

Under the new plan, which is only an interim solution 
before full licensing is worked out. companies can get a 
licence for the DVD system and logo from Toshiba, which i.s act- 
ing as a representative for the consortium. Excluded from this licence are 
DVD patents, which will still have to be licensed from each patent-holder. 

Licensing of the system will cover any device associated with DVD. 
including players, drives, other equipment and discs for both DVD- Video and 
DVD-ROM. Devices or discs that conform to the specifications will also be 
able to carry the DVD logo. Licensing is available through Toshiba DVD 
Business Promotion and Support. DVD Products Division, in Tokyo. 

The DVD Consortium is made up of Hitachi Ltd., Matsushita Electric 
Industrial Co. Ltd., Mitsubishi Electric Corp.. Philips Electronics NV. Pioneer 
Electronics Curp.. Sony Corp., Thomson Multimedia. Ttme Warner Inc., 
Toshiba Corp. and Victor Co. of Japan Ltd. (JVC). 


Internet Explorer preview saw an on-line 


distribution surge 

One of the great questions for 
resellers Is whether or not distribu- 
tion and sale of software via the 
Internet will replace sales by tradi- 
tional distributors, resellers and 
VARs. On April 7, one of the largest 
software distribution services on the 
Internet, TUCOWS (The Ultimate 
Collection of Win.sock Software) 
claimed to have distributed more 
than 500.000 copies of Microsoft 
Internet Explorer 4 Platform Preview 
Release in less than 46 hours. 

TUCOWS has mote than 150 
affiliate sites around the world, 
according to TUCOWS founder Scott 
Swedorski. “All my mirror sites are 
E-mailing me like crazy. One server 
in Australia told me their (download) 
statistics went up over 9000 per cent. 
More than 1,000.000 copies have 
been downloaded since Saturday 
when the software was first put 
online. It was difficult to determine 
exactly how many were downloaded 
during the first 24 hours due to tech- 
nical difficulties, but we believed that 
this was one of the busiest days of 
downloads in our history." 

There has been great interest in 
IE (Internet Explorer) 4.0. due to its 
discussed features, which will allow 
it to integrate more closely with the 
Windows 95 desktop. IE 4.0 is wide- 
ly expected to offer a large, well inte- 
grated suite of tools ranging from E- 



mail to Web authoring, broadcasting, 
and conferencing. It's also supposed 
to support off-line reading of Web 
data and to offer automatic updating 
notifications. 

To date, downloading demo 
versions of software over the Web 
has been an effective marketing tool 
for some software publishers, though 
relatively few full versions of soft- 
ware title are offered, mainly due to 
the slow speed of most Internet con- 
nections. Software publishers who 
get the best response to offers of pre- 
view versions of their software tend 
to be companies with 'hot.' well- 
advertised. popular software. Games 
.software such as “Doom" and 
"Quake," Web browser software 
such as Netscape Navigator and 
Microsoft Internet Explorer, and 
business productivity software such 
as Corel's Java office suite beta, have 
generated thousands of downloads in 
short periods of time. 

For more information, contact 
hUp://www.download.com, tffl 
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the ad has been 
completed. An original 
clipping of the 
advertisement and proof 
of expenses will be required. 
Good Luck! 


Raise Your 

With Lexm^krk. 


How To Claim Your Gifts 

Those who qualify for gifts 
will be contacted by an 
Ingram Micro Representative 
at the promotions conclusion. 
If you choose to claim 
advertising dollars, you 
will be reimbursed after 


Lexmark Purchases During the Promotion 


Create Your Combinations 


Key Chains 


An Ingram Micro Exclusive 
Let Ingram Micro and Le xmar k 
help you "Raise Your 
Profile!” Between April 
1st and June 30th 
Lexmark Optras, Ink 
Jets and Supplies 
Products will get you 
greater “Buying 
Power” by helping 
you earn quality 
Premium Gifts 
and /or FREE 


advertising 
dollars with 


each product 
purchased. 


IS may not appear as shown. 


1 800 668 3450 


MICRO 


P.Q. 1 800 361 0667 B.C. 1 800 663 0960 
WWW. ingrammicro. ca 


No authonzation required. 



CANADA WATCH 



IBM Canada signs Supercom 
for Aptiva home PCs 

IBM Canada has added Supercom as an 
authorized distributor of the Aptiva line of 
home computers. 

Markham, Onu-bascd Supercom joins 
Beamscc^ as an authorized Aptiva distributor. 

“With the recent expan.sion of the Aptiva 
line to include three distinct product familie.s, 
IBM felt the lime was right to also expand the 
reseller base for Aptiva," .said Gary Isaacs, 
general manager, consumer channels, for 
IBM Canada, in a statement. 


Montreal's MEI releases UniverSell for sales automation 

MEI, a Montreal firm that has achieved rapid growth internationally with its .sales auuimalion 
software for mobile cttmpuier users, has announced the release of UniverSell, its next genera- 
tion of salesforce technology. "UniverSell wa.s developed in response to three major trends 
affecting organizations today." according to MEI president Anthony Gemilcore. “Corporate 
investment in technology is growing in strategic importance; companies arc becoming more 
global and sales representatives need to be more effective wherever they are; and management 
is required to achieve more re.sults with fewer rettources.” 

UniverSell has been engineered to allow users to employ Uic Internet, LANs or other connectiv- 
ity options to synchronized data between mobile users and PC, server or mainframe based dMabases. 
For more information, contact http;//www.universell.ci 

Lotus says: get your motor runnin: win a hog 

In an effort to rev up sales, Lotus Canada has initialed a SmartSuile 97 sales 
promotion that that is aimed at appealing to the ‘Wild One’ lurking iaside 
that enterprise or SOHO .software buyer's mild mannered exterior. 

Until May 31, Lotus Canada .states, any qualified entrant ir 
Lotus "Win A New Way To Work: SmartSuile 97 Sweepstakes" pro- 
motion has a chance to win a Harlcy-Davidson XLH Sportster 883 
Hugger motorcycle, 

Loma Rosenstein, general manager of Lotus Development 
Canada showed off both her flagship software title and the Harley for the offi- 
cial launch of the promotion on April first. 

Entry forms and contest deiail.s are available at a wide range of participating retailers, .such 
as Future Shop, PC Home Computing, Computer City. Business Dcpoi/Staples, Doppler. 
London Drugs and Office Depot. The promotion is not being run in Quebec. 

For more information, contact hltp;//www.loius.com/canada. 
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Former Bell & Howell executives launch company 

Former Canadian executives of Bell & Howell Ltd. have acquired that 
company's Document Miuiagcmenl Division for an undisclosed amount. 

The new company is called DocuCom Imaging Solutions Inc. 
Raymond Patterson is president and Marlin Mnllot is vice-president. 

The Toronto-based company will continue to market and service Bell 
& Howell's document management produces under a disuibuiion agree- 
ment with Beil & Howell. The company will iilso support such suppliers 
as Minolta Corp., Microfilm Technology Corp. and Kodak Canada Ltd. 

DocuCom Imaging Solutions will employ the division’s 85 employ- 
ees and will assume responsibility for office facilities across Canada. 

The company can be reached at (416) 746-1 141. 

Microsoft launches suit against reseller 

Microsoft Canada Inc. is taking an Onawa-ba.sed reseller to court citing [ftnicy. 

According to Michael Eisen. legal counsel for Microsoft Canada, 
the company commenced an action in the Federal Court of Canada on 
March 24 against Compufacts Canada Inc., which operates under the 
name Akran Systems, in Ottawa. 

Microsoft is alleging lhat reseller sold S(K) computers to the 
Ottawa Board of Education that were loaded with copies of MS-DOS 
6.22. Eisen said the board didn't receive licences to MS-DOS with the 
computers; and eventually contacted Microsoft on the matter. Eisen 
said Microsoft is seeking an injunction to prevent Akran from infring- 
ing on Microsoft's patents; and is seeking damages. 

Akran Systenvs’ owner RiinianAgarwal has said, in a statement: "In real- 
ity, the problem surrounding the Ottawa Board situation is not llial of software 
piracy; rather it is purely a technical matter involving sale of an upgrade to the 
client for the best price advantage under their tight budget constraint." 

A separate statement from the company called it “regretful" that 
Microsoft is attempting to "defame and prosecute a small business in 
the media without waiting for the due course in letting the judicini sys- 
tem lake a decision based on facts.” ttW 
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Restructuring of the Mac maker leaves 
some technology by the wayside. 


Gilbert R Amclio apparenlly thinks his com- 
pany has lost a few bullies, bui is still a long 
way from losing ihe war. The chairman and 
CEO of Apple Computer Inc. last March 
pulled back from in-rouds mude into new mar- 
kets and technologies, announcing that his 
company would reium lo its roots and focus on 
ihe markets that made il one of the most pitpu- 
lur computer companies of ihe mid-'8()s: con- 
sumer, education, publishing and new media. 

It was a move lhat not only resulted in a 
complete restructuring of Apple's corporate 
hierarchy, but also saw a number of popular, 
and not so popular, technologies fall by Ihe 
wayside. "We've gone lo a more functional 
organizational structure internally," says Peter 
Jones, president {until last month) of Apple 
Canada Inc. "And from a technology stand- 
point. we're simply focusing on a.specis that 
our customers arc kxiking for — portability, 
low-cost, Mac-like features.” 

The technological losses are unfortunate 
in the ongoing war for the personal computer 
market, hut Amclio says his company's lop pri- 
orities must he "the rapid delivery of distinctive 
products for our loyal business, edu- 
cation and home customers." 

The human losses were 
extremely harsh. Across the board. 

4.100 staff lost their jobs in the 
re.structuring. 1 1 of which were 
employed at Apple Canada Inc 
including the president Peter Jones 
The majority of responsibilities usu 
ally handled by Jones have now fall- 
en into the hands of functional managers who 
will report lo their head-office counterparts. 

“I'm of two minds on the changes.” says 
Michael O'Neil, senior vice-pre.sident of IDC 
Canada. "On one hand, you're better off hav- 
ing strong local management, but on the other 
hand, they're still running their marketing out 
ofiheU.S.” 

But what has the majority of Apple users 
talking these days was the company's decision 
to discontinue development of no fewer than 
seven Apple products, "nic company announced 
it would no longer invest in the OpenDoc object 
architecture, its Cyberdog browser, AIX Server 
operating system, Mac OS Development Tools, 


Apple Video Conferencing, Open Tratisport and 
Game Sprtxtkeis. 

More focus will instead be placed on ‘Ihe 
delivery" of the company's next-generation 
operating system, code-named Rhapsody. 
Jones .says, “When we articulated our strategy 
it was to move toward Java-based technology, 
which is becoming the industry standard." 

Rhapsody is based on technology acquired 
from Apple co-founder Steven Jobs. Amelio 
reportedly paid Jobs USS430 millitin for his 
NeXT Inc. software company and has made him 
a special adviser lo Apple. While much has been 
rumored about Rhapsody, users will have to wait 
until next year to try the new operating system. 

"Our long-term strategy has always been 
to I'tKus on our operating system," Jones says. 
"The Mac OS has been die difference for the 
company since 1984." 

Amelio's decision to concentrate more 
on Ihe development of the Macintosh operat- 
ing system is interesting in light of a recent- 
ly released report which showed the compa- 
ny'.s market share in Ihe U.S. dealer channel 


New research from Computer 
Intelligence, relea.sed a week prior 
to Apple's announced restructuring 
plans, indicated the Mac OS plat- 
form was taking market share from 
the x86 platform. Figures indicated 
the Mac OS share rose to 1 1 per cent 
in January 1997 from just eight per 
cent in Nov^gjber 1996. 

"1 think, itjnighi be nnire impor- 
for Apple to I 
their impo. 



what constitutes 
O'Neil says, noting 
never rise above 10 
The results nio' 
senior industry anulysj 
mem at the lime. "Fori 
Mac OS market 
stumbles." 

Trcmbley also crediiedl 
into the Mac clone marlret as at^di^g .strength 
and growth lo the platfom ' — ,groivth equal 
61 per cent over a two-moht\ period. 

"When Gilbert Ameliomkst took ovsar 1 


... dominant madtet 
markets. ^Jthe^ man 
irkei share o^erajl^ 
lompany will likeJg 
ni in the PC market. 
imputerVlilh^de 
TrcmblbyNbmVi- 
it the short run. the 
ble even as Apple 



position in February 1996. he said this would 
be a three-year transfoniialion. tind we're only 
at the end of year one.” Jones says. “We feel 
confident we can steer the company into the 
black by the end of this fiscal year.” 

The discontinuation of several Mac 
products will certainly help in lhat effort. 
Craig Bowman, owner of the Mac Classroom 
in Calgary, says users won't miss much of 
what was left on the chopping block. 
"Generally, most of the technology lhat was 
eliminated, wasn't of good use. 

"The one exception, though, is Open 
Traaspon. I think that was a big misUike. But the 
dutnping of the remaining products wa.s long 
oveidue. I think it was u classic situation of a lot 
of marketing types at Apple working thentselves 
into techie positions and being there far too long.” 

On the hardware side of things. Apple 
decided to cease production of il.s Performa 
line of products in favor of the Power 
Macintosh brand. The comptiny said it would 
help to eliminate confusion for customers try- 
ing to decide between Performa products and 
Power Macintosh models, all of which have 
Power PC microprocessors. 

"There's been a lot of problems with the 
Performa model," Bowman notes. "The orig- 
inal 60.3 chip had some major problems, and 
there were some real duds out there. The 
5300 was a real nightmare." 

. .. O’Neilsays it's high time Apple realized il 
wfehiting off more thuii it could chew. "Apple 
has ulwaysjiad this vision of itself as a grand 
provider of||4ch tools. Hardware, software, il 
think you're starting lo see a 
much of a 
ly company — save for IBM." 
been any real benefactors of 
has been companies 


like MotoroBB|hit:h are sliipping clone mod- 

O'Neil fIB Moluroia can't make enough 
[the demand out there, 
i sold lately," 

fowman says, "we’ve sold 10 to 12 clones." cw 


Gary Davies is a CulnaryMsed journalist 
who spgciatizes in high lechnology and 
Tsiisiness reporting. 
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Best Overall (NMSO) 

For "Quality": Performance, Features, 
Usability and Reliablity. 




SCEPTRE SOUNDX S4000: 

" This system was a great performer on 
our tests, garnering the round ups highest 
graphics and processor scores." jan. 21. 1997. 


• 12.1” TFT or 11.3" DSTN 

• 100, 133, 150 MHz Processor 

• Standard 72-pin DIMM EDO RAM 

• 1.0, 1.3 or 2.1 GB Hard Drive 

• 128-Bit Graphics Accelerator 
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Penliutn 75-200 MHz 
PenliuiTi MMX & Pro 



Voyager 


The ultimate multimedia 
experience 
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KME 

Tower or desktop casi 
with power supply 
ATX Cases available 


LITEWJI 

Q Key Tronic- 'fkoXc^L 
101 Enhanced keyboard 
Windows 95 keyboard 



Pentium -150 wilh 6X CD ROM 
BYTE magazine's Best 
Pentium Notebook. Apr 1S95 
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Internet 
mouse , 
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space saving, high resolution, 
no radiation, nicker free, 
static free, no AC/DC adapter 
to interfere with signal, 
wall or desk mounted 
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LAPRD Marketing Corp. 

120-3771 JACOMBS ROAD, RICHMOND, B.C. V6V2M5 TEL: (604) 231-1628 FAX: (604) 231-1626 
Web Slte:http//www.lapro.com 
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Intel Makes 

'Visual Cemputlng' Push 

Microprocessor giant announces strategies, partnerships to push the envelope on PC graphics 


hy Grace Casselmun 


Intel Coq). is one of the most profitable 
corporations in the world, and that's unlikely 
to change any time soon, as long as that com- 
pany turns out more and more powerful 
microprocessors; and while the buying mar- 
ket continues to clamour for increased pro- 
cessing capability. But just in case. Intel is 
setting itself up as something of an evange- 
list. promoting and encouraging emerging 
technologies and markets that will need all 
the processing power Intel is able to .squeeze 
out of its silicon. 

Top on that list is something Intel is call- 
ing “visual computing,” as the company 
seeks to push the acceptance of high perfor- 
mance 3D, video and imaging on the desktop. 

Peter Christy, market analyst and presi- 
dent of MicroDesign Resources, in 
Sunnyvale, Calif, said Intel is searching to 
identify "what could people possibly want 
that causes them to need processors more 
powerful than 166MHz Pentiums? Intel is 
now moving into broad technology evange- 
lism.” he said- For example, highly graphics 
intensive and 3D markets will be able to 
make use of such technological advances as 
MMX. Intel is working to “rev up the indus- 
try and create demand." he .said. 

Christy commented: “This is what Apple 
was really good at until it ran out of money.” 

Intel recently sponsored a special cus- 
lomer/partncr briefing day in San Jose. Calif, 
called Intel Platforms for Visual Computing. 
At that, Intel announced a series of 
partnerships on the visual comput 
ing front. According to Christy, 
only do those partnerships give Inte 
a chance to promote emerging 
kets, they also allow pertinent devel 
opers to give important feedback as 
Intel develops its next round of 
processors, 

“We really are in a battle for the 
user’s attention," said Craig Barrell, 
executive vice-president and COO at Intel. 
While more PCs will be sold this year than 
television sets, people still spend twice as 
much time in front of their TVs. “By 2005, 



Barrett: 'Weere teal 
jseri allerlior ' 


we're looking for more person hours in front 
of the PC.” 

However, content has a ways to go. 
People are used to a certain quality of content 
from their TVs. "and they want no less on 
their personal computers." 

AGP Supporters 

Eight graphics chip companies, including 
3Dlabs, ATI, Cirrus Logic. Evans & 
Sutherland, NVIDIA. S3 and Trident say they 
will ship Accelerated Graphics Port products 
in 1997. Intel also announced development of 
a high-speed extension to the specification (to 
be incorporated in Q4). called AGP4X mode. 
It will double the bandwidth of AGP to 
IGB/sec., and is targeted at high-end work- 
stations. 

Avid Investment 

Intel announced a US$14.75 million invest- 
ment in Avid Technology Inc., a developer of 
video and audio editing products. As pan of the 
agreement. Avid will develop digital content 
creation tools for Intel-based systems. This deal 
gives Intel 6.75 per cent ownership in Avid. 

"William Miller, chairman and CEO of 
Avid said, in a statement: "This agreement 
marks a significant milestone in Avid’s drive 
to bring powerful digital content creation 
solutions to the millions of potential users in 
corporations, government, academic institu- 
tions. small business and homes. Intel archi- 
tecture-based computers arc the clear volume 
leaders in these market segments." 

Kodak Partnership 

Intel and Ea.stman Kodak Co. also 
teamed up to advance a number of 
industry specifications for con- 
sumer PC imaging, including digital 
cameras and PC-based editing, stor- 
ing, communication and manipula- 
tion. FlashPix (supporters include 
Kodak, Hewlett-Packard, Live 
Picture, Microsoft) will leverage MMX to 
speed image manipulation and processing. 
Future Kodak ImageMagic retail stations 
will include support for Universal Serial Bus 


and the Intel Miniature Card formiil. 
Moreover, both Intel and Kixiak will pro- 
mote the Kodak Picture Network — a set of 
digital services meant to supplement capabil- 
ities at the desktop. 

Kodak say.s more than 17 billion photos 
are taken with conventional camera.s yearly in 
the U.S., and quoting IDC figures, expect 15 
million digital camenis will he sold annually 
by the year 2000. 

“We’re not in the Him business and 
we’re not in the digital imaging business; 
we’re in the business of pictures," said Carl 
Guslin, chief marketing ofHcer and senior 
vice-president fur Kodak. "Wc want to cap- 
ture and print pictures: capture, manipulate 
and store them, and communicate them from 
Point A to Point B. MMX technology, 
(miniature) flash memory and USB are very 
powerful contributions that Intel brings to 
the party. 

"Intel and Kodak are one powcrfal 
alliance." said Guslin. "U can ultimately 
benefit camera and PC users in a way that 
will add up to more than one plus one- 
equals two.” 

Kai Talks 

One of Intel's guest speakers was Kai Krause, 
co-founder, and science and design officer for 
MeiaTools Inc., of Carpinieria. Calif. He said, 
regarding graphics-intensive, visual comput- 
ing. that it's "inevitable everyone, whether 
they want to or not, will be in this game." 

But he said there’s still a lot of work to 
be done on software interfaces. For example, 
he said when someone picks up a tool, for 
example, a paintbrush — it should look and 
work like a real painibru.sh, with shadows and 
realistic movement. 

He cited the interfaces on word process- 
ing packages, for example. "Someone needs 
to take at least one more go at those," said 

Grace Casselmun is Editor of Canadian 
Coinpuler Wholesaler and can he reached at 
gracec&nelcom. ca. 


16 CANADIAN COMPUTER WHOLESALER May 1997 hitp/Amm.camT^i 


Make some real profits toda|i^^^B 
The Explore The WoHd ofSoi mS^ 



LOADED WITH CONTENT 

Have your customers had enough of being disappointed 
with empty-HOMs ? Explore The World of Software 
CD-ROMs are loaded with content - 30 to several hundred 
programs, or 1 000 to 5000 clipart images in each CD-ROM - 
unbeatable value which not only meets but exceeds your 
customers' expectations. 

THE RIGHT TITLES 

Other CD-ROM producers may offer lots of titles, but when you 
really analyze their selection, you realize that not only are most 
of their titles in areas of limited consumer interest, but they may 
offer few or no titles in several Key demand categories. Explore 
The World of Software delivers an unbeatable selection in the key 
categories of greatest consumer demand: Action Games, Windows 
Games, Kids/High School/College Education, Clipart. Internet, 

COMPLIMENTARY TITLES 

Explore The World of Software is much more than a disjointed 
collection of random CD-ROM titles. It is a systematic collection of 
complimentary titles which work together as a series of volumes to 
encourage repeat consumer buying. 

DONT BUY A CD-ROM, BUY A SPEEDY-ROM 

Our Easy Menu System makes our CD-ROMs so quick and easy to use, 
we call them Speedy-ROMs! 

THE BEST FLOOR SPINNER IN THE BUSINESS 

Holds 6 each of our Top 48 titles for a total capacity of 288 CD-ROMs. This 
rugged display has a smooth turning ball bearing base and angled baskets so 
that CD’s stay neat and secure even when the display is almost sold out. 

Takes only 2 teet of floor space - fits in the tightest locations. 

ALL TITLES AT ONE LOW, PROFITABLE PRICE 

Impulse selling price - high margins - one low cost - making high profits has 
never been easier! 

[TALL WORKS TOGETHER - 
TO MAKE YOUR BUSINESS GROW 

Widest Selection - Loaded with Content - The Right Categories - Complimentary 
Titles - Easy Menu Systems - The Best Display - One Low Price - High Profits - 
that's what you call Synergy! Mo wonder Dealers and Distributors worldwide are 
amazed with the strong, consistent, growing sales and superb profitability they 
enjoy with Explore The World of Software CD-ROMs. 

Don't delay - join our Proven WorWwiOe Success today! 



Marketed Worldwide By: 

ROCELCO INC. 

24 Viceroy Road 

Concord, Ontario, Canada L4K 2L9 
Phone: (905) 738-0737 

Canada / USA WATTS: (800) 387-9101 Fax: (905) 738-0396 


MAKE SOME REAL PROFITS TODAY- 

THE EXPLORE THE WORLD OF SOFTWARE WAY! 
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Compaq Eyes Opportunity In New Markets 



by Griu e Casselman 

Compaq Computer Corp. president and CEO 
Eckhard Pfeiffer says he wants Compaq 
0 be one of the world's lop three 
computer companies by the turn 
, of the century. ‘Today, we're the 
fifth largest computer company 
in the world," said Pteifl'er at the 
It Innovuie '97 Forum, in Houston. 
He said Compaq has “both feel on the accelera- 
tor to speed us to our year 2000 goal of being one of the 
top three computer companies in the world." 

Customer Delivery 

In late March. Compaq launched its Optimized 
Customer Deliveiy Initiative. It includes a Channel 
Configuration Program to let authorized resellers 
build computers based on customer specifications, 
eliminating the need for them to reconfigure prod- 
ucts before customer delivery. Ron Hulse, director of 
channel sales and development for Compaq Canada Eckhard Pheitter 
Inc., said the program will be put into place over the 3"™'? 'w liw ih™ 
coming weeks and months. "We're evolving the distribution channel to 
slay more competitive in the market-place.” 

Compaq will also be working to offer Build-To-Order capabilities 
to Canadian resellers, where products are actually built upon receipt of 
a customer order The company says the model achieves cost efficien- 
cies by reducing resellers' needs for on-hand inventory — lessening 
costs associated with product obsolescence, price protection and inven- 
tory returns. Compaq says the capability will be fully operational 
worldwide by the second half of 1998. 

A Conligure-To-Order program out of the Houston manufacturing 
site, “will allow the company to more efficiently deliver customized 
products to Canadian resellers and customers," says Compaq. 

Roger Kay. senior analyst for Framingham, Mass.-ba.sed International 
Data Corp.. said these services are aimed to compete with companies like 
Dell Computer Corp, But he commented; “It’s hard to have your cake and 
cal it loo." And while channel a.ssembly and build-to-order may be good 
initiatives, he said some people will question the quality of the assembly. 
However, he said the industry will have to wait and watch as Compaq rolls 
out more details about the programs over the next few months. 

While Compaq may be growing the direct side of its business in the 
U.S-. Compaq Canada sells exclusively through the channels, affirmed 
Hulse. "There is no direct business in Canada." However, he said as 
security concerns over the Iniemet are further resolved, he expects to 
eventually see consideration given to increasing Compaq's direct sales. 

on a worldwide basis. 

In 1996 in Canada, 
according to George Bulat, 
manager, PC research at 
International Data Corp. 
(Canada) Ltd,. Compaq had; 
36,5 percent of the PC server 
market (13,000 units) fol- 
.2 per cent of the total desktop 
>1BM which owns 14.2 percent 


• IBM 14.8% 

• Compaq 11.8% 

• Apple 6.5 % 

• AST 5.2% 

Soama ImarrtstiorsI Oats Carp IPanada)! 


Dell 5% 
Toshiba 4,4% 
NEC 4.2% 


lowed by IBM w-ith 14.4 per cent; I 
market ( 1 .47 million units) — second 

mf the market; and 11.6 per cent of the notebook market (306,000 
uniLs) — following Toshiba with 25.9 per cent and IBM with 17.6 per 
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cent. Looking at the entire market, that adds up to 1.815 million PC 
systems, of which IBM has 14.8 per cent, and Compaq had 1 1.8 per 

Bulat said Compaq has experienced major growth in the last few 
years. 'They now have to mean business. They're taking slock of 
where they were, and where they’re moving towards.” 

The Internet 

In April. Compaq demonsuaied its Compaq Anteleraiion Server technolo- 
gy, which promises to speed up Internet access for corporate and home 
users. Users will install a browser plug-in and then designate a server (at an 
ISP, telco or a corporation) ainning the Compaq Acceleration technology 
as the “proxy" for the downloading of Web pages. The server technology 
Compaq is proposing is the ProLiant x86/NT server integrated with com- 
prc.ssion hardware (containing at least 16 digital signal processors, up to 
64) from Integrated Computing Engines and Internet software jointly 
developed by the two companies. 

According to Richard Guerra, manager of research and develop- 
ment for Compaq’s Internet Solutions Division, in Hou.ston, the demon- 
stration is part of Compaq’s "[nteraet strategy to begin to address 
Internet infrastructure players." He explained the compression hardware 
parses the HTML and looks for images. It takes GlFFs or JPEGs back 
to their native formal, and produces the equivalent of a bitmap that is 
transferred via a "wavelet," which is then reconstructed by the plug-in at 
the user’s desktop. Guerra said he's seen images transfer up to I .(XK) per 
cent faster using this technology. 

Guerra suggested the technology would likely appear later this year. 

Richard Morochove, industry analyst and president of Morochove 
& Associates Inc. in Toronto, said Compaq's solution to speeding up 
the ’Net would have appeal because it 
doesn’t require anything special of 
end-users. However, he said; “The 
one flaw in the marketing premise is 
most ISPs in Canada don’t use 
Windows NT as a base." 

In other news. Compaq bus 
teamed with NetCemric Corp., of 
Cambridge, Mass., to jointly develop 
a metering specification for value-added services over the Internet. It 
includes a protocol called Metered Services Information Exchange 
(MSIX) to let ISPs meter usage and charge for Internet services, such 
as telephony, fax, videoconferencing, conteni distribution and gaming. 

New Notebooks, Acquisition 

Compaq also announced its Armada 1500 line of "value-priced" note- 
book computers. Starling at S3,I25, the notebooks include a lOX CD- 
ROM drive, a floppy drive, hard drive and modem; plus an integrated AC 
adapter. Features and options include a 120MHz or 133MHz Pentium 
processor. 16MB EDO RAM expandable to 80MB, a lL3-inch passive 
matrix or 12.1-inch active matrix display, dual baiteiy support with a 
choice of Lithium-Ion or Enhanced Smart Nickel Metal Hydride, two 
Type II (or one Type III) PC Card slot; and a touchpad pointing device. 

And Compaq has recendy announced a definitive agreement to 
acquire Norw-ood, Mas.s.-based Microcom Inc., a maker of remote access 
technologies and solutions, for US$280 million. 0" 

Grace Casselman is Editor of Canadian Computer Wholesale/: She can 
be reached at gracec@netcom.ca. 
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Digital Is Back On Track 
With PC Business 

Meanwhile, Alpha/NT systems tour 
rolls across Canada, in transport truck. 




Business has been brisk ai Digiial Equipment 
of Canada Ltd.'s Kanata. Ont.-based PC plant, 
which tum.s out as many as 3,000 PCs per day 
— u significant production count by any stan- 
dards. indeed, those kinds of numbers easily 
qualify the company as the larger manufactur- 
er of personal computers in Canada. 

The 500.000-square-fooi Kanata facility 
exports $1.6 billion worth of PCs annually. 
And with more than 1,700 employees in that 
city. Digital is not only 
a founding member of 
Silicon Valley North, 
the company also 
claims to be the third 
largest employer in the 
National Capital region, 
following the federal 
government and Nortel. 

Another 500 employees 
staff a sendee and sup- 
port centre in Hull. 

Que.. handling more than 50,000 calls per 
month, with a goal to answer 70 per cent of 
phone calls within 20 seconds and to log or 
route requests within three minutes. (There 
are a total of more than 2,800 Digital employ- 
ees in Canada, in 38 locations.) 

But most impressive is the fact the compa- 
ny has relumed to profitability, according to Jim 
Nolan, general manager of Digital's Personal 
Computer Business Unit, While the unit experi- 
enced financial losses in Q4 IWO and Q1 1997, 
Digital’s PC Business Unit turned that around in 
its second quarter, and profits were also 
achieved in Q3 '97, w-hich ended March 29. 
(The company doesn't break out figures for its 
individual divisions.) "The turnaround has been 
dramatic." he said. "The company is investing 
in good products, and is building for the future.” 

There are definitely challenges however, 
according to Mario Leduc, manufacturing 
product and busines.s planning manager for 
the Kanata plant. The company runs a build- 
to-order manufacturing environment, and 
runs each $5 million line on three shifts per 
day. "If you lose capacity, you can't make it 


up in a 7 X 24 operation,” he said. 

Digital says 90 per cent of its PC busi- 
ness goes through reseller channels, and 
claims such clients as: the Quebec govern- 
ment. TransCanada Pipeline, Stentor, BCTel, 
ManitobaTel and Nortel. 

Bill Harris, Digital's enterprise mar- 
keting manager, said that even for server 
products Digital turns to the channel as 
"experts that are already in the field. We 
learned that lesson with 
the PC business." 

According to a sur- 
vey on servers released in 
February by Evans 
Research Corp., Digital 
sold 4,000 Intel-based 
servers in 1996 in 
Canada, ranking itself 
after Compaq and IBM 
and more or less lying 
with NEC for Intel server 
market-share. However, many of those sales 
came from existing Digital customers moving 
from VAX-based to Intel-based solutions. 

Meanwhile, in March, Digital expanded its 
notebook line with the addidon of the HiNole 
VP 500 series. The HiNote VP 560, 565 and 
575 notebooks have 12.1- 
inch displays and incorpo- 
rate a removable combina- 
tion CD-ROM/diskette 
drive. (The bay supports 
an optional second bat- 
tery.) They come bundled 
with Windows NT 
Workstadon preloaded and 
preconfigured, and include 
power management and plug-and-play features 
for NT. Pricing starts at $5,795. 

Digital Takes To The Road 

Speaking of NT, Digital Equipment Corp. 
and Microsoft Corp. have trumed up to take 
an 18-wheeler on the road to show off 
Windows NT, Alpha servers and third-party 
technologies that take advantage of those 


products. According to Glenn Bontje. market- 
ing manager for enterprise servers with 
Digital's Systems Business Unit, based in 
Calgary, the Driving Force Tour will visit 74 
North American cities over 20 weeks. The 
tour is in Montreal on May 28, Ottawa on 
May 29 and 30. and Toronto on June 2 and 3. 

At the Calgary stop, Bontje said; "The 
key message is Digital is providing leadership 
technology and leadership partnerships in NT 
.solutions. He said NT solutions on Alpha sys- 
tems are replacing mainframe servers, while 
reducing costs fur urganizations. 

A recent Deloitte and Touche report called 
"Technical Wirksialkm Tolu! Cost of Owner.Mp 
Study, A Cost Comparison of Miewsofl Windows 
NT Wjrkslalion and UnL\." said the average 
three-year total cost of ownetship (TCO) for 
technical workstations running Windows NT 
Workstation (Windows NTW) was US$63, (XX) 
versus US$I04.()00 for comparable Unix 
machines — a savings of 39 per cent. 

Philip Doublel. president and CEO of 
Calgary-based systems integrator (Thronologic 
Systems Inc., was in attendance at the Calgary 
.stop of the Driving Force Tour. His company 
works to "leverage the productivity of the 
knowledge worker, specializing in corporate 
messaging and mail. 
Intemeifinu-anet security, 
groupware and data 
warehousing. He said 
the company is currendy 
working with Digital on 
a 3.5(X)-seat implemen- 
tation of Exchange run- 
ning on an NT backbone. 
Doublet said cus- 
tomers have a choice of a variety of hardware 
platforms and operating system.s, "Our role is 
to take away the pain from customers and 
understand the range and complexity of the 
offerings.” IIW 

Grace Casselman is Editor of Canadian 
Computer Wholesaler and can be reached at 
graceciSnelcom.cu. 
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EYE ON THE INDUSTRY . 


I 

Java Phenomenon 
Hard To Ignopo 


Sun's new announcements: 

Personal Java API — aimed at 
TV set-top boxes and WebTV 
sets, smart phones and hand- 
held computers. 

Embedded Java API — for 
use on display-limited devices 
like pagers or fax machines 
Java Studio — brings Java 
authoring to the rest of us. 

Like ihe warm brown beverage that jolts mom- 
iny veins to action in all ptirts of the world. Java 
— Ihe technology phenomenon, has seized the 
attention of the computer industry worldwide. 

Tlie dictionary delines a phenomenon as a 
remarkable occurrence, and Java is that, if noth- 
ing else. Java, like the word "computing" itself, 
refers to many things. It i.s a hardware piaifoim, 
a programming language, a set of softwiux; 
components, applications, a corporate strategy, 
a new architecture for the Inlemci and corporate 
intranets — and perhaps even a new religion. 
It's a perfect expression of Sun Microsystems' 
unofficial slogan "Ihe network is Ihe computer." 

There arc .f(X).(XX) programmers writing 
Java code uxJay, according to Sun. A few com- 
panies arc actually tising imemally-developed 
Java applioiiions in cKdeal business applications. 
Moreover, Java has the wholehearted support of 
some of the industry's biggest players including 
IBM. Oracle. Netscape Communications, 
Novell, and Sun itself. Sun CEO Scott McNealy 
boasLs of how quickly this has transpired — 
about two years — anti it's indeed an accom- 
plishment worth crowing about. 

But What's The Big Deal? 

When alchemy was fti.shionablc. the main quests 
were for the universal .solvent and a way of turn- 
ing dross into gold. Sun is looking to create gold 
by proposing the universal programming solu- 
tion. When Sun. Netscape, IBM and Novell 
sponsored a multi-city Java World Tour 97 earli- 
er this year, the big theme was "write once, use 
anywhere.''The implications of that slogan were 
apparent to the object-oriented programming 
world, which has long championed portable, 
reusable software components. C-l-l- has been 



the preeminem 
object-oriented 
programming lan- 
guage for some 
years now. Java is 
often referred to as 
"C-H-like” langua 
— and often touted as a 
more refined one. 

Java programming is 
compiled as bylecode files, and 
that's what contributes to its "write once, run 
anywhere" portability. Programming code is 
usually compiled into platforTn-spccific exe- 
cutable files, but ihe bylecode file isn't plat- 
form specific. The same bytecode can be used 
across all platforms, from Unix workstations 
to PCs to the coming ihin-cMent network 
computers. 

What is specific to each platform is the 
Java Virtual Machine, which executes the byte- 
code. Separate VMs have to be created for 
every platform in order for Java to run ihere. 

Java pnigrammers can write stand-alone 
Java applications or applets. The latter arc usu- 
ally embedded within a Web document, and are 
executed by a Java-enabled browser. Applets 
were most people's first exposure to Java, as 
the downluadabic calculator and real-time 
slock market ticker tape made their rounds as 
the toys of the week amongst Web surfers. 

Corel Corp. was the first company to 
announce a full-blown commereiai application 
written in Java — the WordPerfect Olfice suite. 
The company now ha.s tlie official beta version 
of the suite available fordownloading on iLsWcb 
site. I downloaded a pre-official beta version of 
tire suite a week or so before die official beta wa.s 
posted, and played with It for a bit. Only tlie 
WordPerfect and Quaiiro Pro modules were 
working, but i was surpri.scd at how responsive 
it was. because I'd heard reports some months 
back that it was dog slow. Some of the perfor- 
mance increase might be aiiribuiable to die VM, 
which Sun i.s dying to make faster and faster. 

Bui it's not about replicating the PC envi- 
ronment. While Ihe Java version of Corel 
WordPerfect Suite is a significant project. Java 
isn't just another way of bringing applications 
to the PC — or extending the metaphor of the 
PC as the only personal computing device, for 


by David Tanaka 

that matter. No- 
where was that 
message more clear 
than at Ihe Sun- 
sponsored JavaOne 
developers' confer- 


held 


San 


Francisco in early April. 

JavaOne Conference 

Tliere. Sun announced a number of 
inidatives that seek to take Java to every comer 
of Ihe computing univer.se. 

For example. Sun announced the 
PersonaiJava and EmbeddedJuva Application 
Programming Interfaces. In a news release. 
Sun staled that these, along with a Java Card 
API announced Iasi October, provide "a uni- 
fied way for programmers to create applica- 
tions that run on phones, pagers, hiuid-held 
cumputer.s, printers, copiers, industrial con- 
trollers and smart cards." 

Among the target devices Sun .sees for 
the PersonalJava API are TV set-top boxes 
and WebTV sets, smart phones and handheld 
computers. The EmbeddedJava API is for 
developers that want to use Java on display- 
limited devices like pagers or fax machine.s. 
The specifications for these will be finalized 
later this year. 

Sun said it is also making Java accessible to 
non-programmers with the Java Studio, which it 
also announced at JavaOne. Sun calls it a "Java 
for the rest of us" tool. Java Snidio includes a 
graphical HTML authoring tool, a Visual Java 
assembly tool, and a set of 75 JavaBeans, which 
are reusifole software components. 

These include controls for building user 
interfaces, for viewing information, access- 
ing data, and multimedia components 
(image viewers and audio players). Sun says 
an early adopters' version of JavaStudio will 
he available for download in June. H* 
Contacts: 

Corel: hltp://>vww.eorel.coin 

Sun Microsystems; http://www.sun.eom 

David Tanaka is a Vancouver-based joumalisi 
specializing in high lechnalogy. and is Neivs 
Editor of The Computer Paper. He can be 
ivachcd at david®rcp.co. 
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THE INDUSTRY 


The Might Have Beens 

The technology business is full of examples of products and companies 
that apparently came out of nowhere, flourished, and then just as c/uickly have 
gone from being mightily impressive to abject failures. 

How can resellers avoid tying their fortunes to a failure? s 



a All resellers dream of gelling in on 
the ground floor of the Next Big 
Thing — that new technology mar- 
ket, product, craze, or gadget that is going to 
make megabucks. Get in early, while there is 
a good profit to be made and prime clients to 
be won, and get out early, from markel.s or 
product lines that arc about to decline. 

No reseller or di.stribuior wani.s to be 
stuck with inventory that will have to be dra-s- 
tically discounted in order to be blown out. 
So. how do you pick the winners and avoid 
being dragged down by the loser.s? 

Commodore 

Commodore Business Machines, which was 
founded in Canada, grew from a Hitle busi- 
ness equipment sales and repair shop on 
Davenport Rd. in Toronto, to a global person- 
al computer giant that sold about 20 million 
computers — and then collapsed in confusion 
in 1994. Commodore's greatest success was 
the Commodore 64. an inexpen.sive, versatile, 
and hy the standards of the early 1980s, easy- 
to-use personal computer. "I Adore My 64" 
was the brilliant slogan on the lips of a whole 
generation of first-time computer users. 
Resellers who got on the C64 bandwagon 
early watched product fly off the shelves 
quickly and at good profit margins. 

However, Commodore management, 
after a great .start, began to believe its own 
PR, became arrogant, and lost sight of long- 
term business realities. Commodore alienated 
its dealer channels by forcing resellers to lake 
shipments of unwanted, unpopular 
Commodore products if they wanted to get 
allocation of the scarce, highly prized C64s. 

Commodore counted on the fact that the 
loyally it had earned from resellers and end- 
u.sers in the early years would offset its poor 
practices later on. And. for a long time, mem- 
ories of the good limes and the good profits 
kept Commodore's resellers on-side. As one 
of Commodore's top Canadian dealers pul it 
when describing what it was like to deal with 
Commodore, "We always knew there was 
crap on the floor, we just tried not to step in 

In the fall of 1993. however, with the 


Commodore product line having become 
obsolete and overpriced, the company’s cred- 
itors decided to stop extending credit to the 
company, and Commodore quickly found that 
it had alienated all it.s former friends. It had 
run out of time and money to re-engineer the 
company or even to continue to build com- 
puters. It then went into a death spiral that 
ended with liquidation in April 1994. 
TTtousands of dealers, third-party developers 
and creditors, not to mention millions of end- 
users, were left holding the bag. 

Big Blue: From Behemoth To 
Bungler, To Behemoth 

IBM, which benefited from the widespread 
belief that “Nobody ever goi fired for buying 
IBM," staggered in the late ’80s and early 
’90s by not adapting to the rapidly changing 
computer market it had dominated for the 
previous 20 years. Like Commodore. IBM 
brass insulated themselves from customers 
and market realities. Perversely, technology 
leader IBM had hobbled some of its best new 
technologies (such as RISC workstations) for 
fear of competing with higher ticket ‘big 
iron’ computers. IBM had also tried to push 
products on the market that it didn’t want 
(such us the PC Junior, and ihe proprietary 
Micro Channel architecture), and had devel- 
oped a bad reputation among it.s resellers for 
allowing its in-house sales force to scoop 
sales leads generated by its outside business 
partners. Unlike Commodore though, when 
IBM ran into its troubles it found that it still 
had lots of friends (in the form of committed 
government and business customers), a repu- 
tation for quality, and a depth of technologi- 
cal and human assets that gave it the means to 
get out of its troubles. 

Under an exceptional new leader. Lou 
Gerstner. IBM reformed itself quickly, and 
though it will never have the same dominance 
it once enjoyed, is once again a healthy, major 
player. Dealers who stuck with IBM. in gen- 
eral, made a good choice. 

Xerox 

First, Xerox Corp. innovated most of the key 
components needed for an intuitive easy to 


use personal computer: the graphical user 
interface, windows, icons and pointing 
devices. 

Xerox senior management didn't under- 
stand this brilliant invention could have made 
Xerox the leader of a whole new personal 
computing industry. They were fixated on 
concentrating on a single-purpose, expensive, 
specialized corporate word processing system 
instead of mass market, flexible PCs. 
Fortunately for the rest of the world. Xerox 
failed to patent its best ideas, and let Apple's 
Steve Jobs stroll through their lab to see and 
'borrow' these concepts. 

Apple 

Apple insisted on being the only company 
allowed to use its own wonderful MacOS 
technology. If you wanted to use the Apple 
operating system, you had to buy the hard- 
ware to run it on from Apple, and only from 
Apple. This left Apple fatally vulnerable to 
smarter, less narrow-minded competitors. 

Microsoft's Bill Gates, was left free to 
learn from the Mac (Microsoft has generally 
been the biggest Mac software developer) 
and apply its lessons to the much bigger 
IBM- compatible PC market. 

If Steve Jobs had had the foresight to 
think of the "Mac on PC!” idea and act on it. 
he might today be the world’s richest man. As 
it is, Apple is doing a dance somewhere 
between the Commodore Death Spiral and 
The IBM Stumble. Apple is in very serious 
trouble, but it still retains a lot of customer 
loyally, some decent products, and a reason- 
ably strong dealer base. 

The Next Big Thing 

Have a real good look at yours partners’ cur- 
rent products, their business practice.s and 
their R&D directions and budgets. If you see 
fundantental disregard for sound business 
practices, and disregard for market demands, 
be prepared to cul your losses and quickly 
find nllcrnalivc products to sell. CW 

Joff Evanx i.x Axsociare Editor of Canadian 
Compiiler IVlinlexaler. hasnt in Toronto. He 
can he ivached at jeff^itcpon.com. 
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Home Ifideoconferencing Will Boom, Says Study 


(NB) — Desktop videoconferencing will 
grow sharply over the next four years, and 
the home market will account for the 
lion’s share of ihal growth, according 
to a new study hy International 
Data Corp. 

Businesses have been the 
first into desktop videoconferenc- 
ing. but even today almost as many 
home as business users are buying 
desktop videoconferencing 
gear, according to IDC's fig- 
ures. Between now and 
2001, the research llrm 
expects annual busi- 
ness shipments 
slightly more than dou- 
ble. but predicts home 

shipments will increase 
more than 20-fold. 

IDC's report, "Desklap Video- 
conferencing: AndioA'isual Coltahoralion 
Via the PC." says business customers will 
buy about 268,0(X) desktop videoconferenc- 
ing units this year, while home customers 
will buy about 250,000. 

Edward Buckingham, an IDC analyst, 
said the home sales could include some peo- 
ple who have desktop videoconferencing at 
home but use it mainly for business purpos- 
es, but he said the equipment is also being 
used to keep in touch with distant relatives 
and for other non-business puqjoses. 


Some senior citizens' centres are 
installing videoconferencing so seniors can 
conduct videoconference visits with 
children and grandchildren over 
long distances, Buckingham 
noted. 

In 2001, IDC expects 
about 600,000 desktop video- 
conferencing units to ship to 
busine.ss customers, and some 
5.4 million to sell into the 
home market. 

Buckingham 
said IDC gathered its 
figures by talking to 
videoconferencing 
vendors, not by sur- 
veying users, and so 
has liltle data about 
the precise uses to 
which people are 
pulling their videoconferencing gear. IDC said 
desktop videoconferencing is taking off 
because the equipment is getting better and 
cheaper — a consumer system can be had for 
US$400 to USS500. Buckingham said — 
standards efforts are making it easier for dif- 
ferent vendors' equipment to work together, 
and new video and graphics chips and com- 
pression techniques are boosting performance. 

The latest desktop videoconferencing 
products arc going beyond poini-lo-poinl 
conferencing, into true multi-point multi- 
media videoconferencing, IDC said. 



Canadian Govenment IT Spending 


1996: $3.7 billion 

Overall 

Market Growth: 


Spending Breakdown By Sector 


Datacom 

$0.14 billion 

Hardware 

$1.2 billion 

Software 

$9.65 billion ^ 

Services 

$1.7 billion 

* 

1 IT Spending Breakdown. By Government 1 

/ 

Federal 

^0.-- 

Fhovincial 

30% 

I Municipal 

10% 

^Djrre; hlerrat^^l Oa 

lU Coip. ICaneda) Ltd., 1 996. 


Reader Poll 

A number of computer manufacturers: Compaq, IBM, Dell, 
have adopted or are moving to business models which will 
allow end-u.sers and/or resellers to order "custom" computers 
— with specific component/configuration choices. 

And Compaq plans to allow some resellers to acnally under- 
take that configuration, promising the result will he better service to 
customeis. and less hard-to-move product in the channels. 

But how do YOU feel? 

Our question to you: 

Which most closely reflects your view of the custom- 
configuration issue? 


□ 

□ 

□ 


We would like to see vendors or distributors set up to allow us 
to order very specific custom-configurations on behalf of our 
customers. 

We cunently do — or hope to be able to — offer very flexible 
custom configuration services ourselves to our customers. We 
prefer to do that configuration work in-house. 

As long as the vendors offer a broad enough range of systems 
in their product lines; that should meet our needs and those of 
our customers. We can undertake minor configuration/ 
customization as necessary. 

Log into our Web site; 

http://www.ccwinag.com 

E-mail: ccw@tcp.ca, 

or send your responses, and comments, by fax, to: 

( 604 ) 608-2686 
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OPERATING SYSTEMS 


ENTERTAINMENT 


MS Windows 95 - Service Release 2 - full 104.90 
MS Windows NT4 Workstation - upgrade 1 39.90 
MS Windows NT4 Server 5 Use, - full 799.90 


PRODUCTIVITY 


MS Office Standard & Wm95 - upgrade 199.90 

MS Office Standard 97 299.00 

MS Office Pro Win 95-V7.0 249.00 

Corel Word Perfect Suite 7 89.00 

IBM VoiceType Dictation 3.0-Win 95 1 89.00 

Norton Anti-Virus Gold Master - Win95 28.90 

Lotus Smart Suite 96 - Win95 59.90 

MicroGrafx ABC Graphics Suite - Win95 99.90 



M Microsoft 

Office 97 


I Professional Edition 


Terminal Velocity - Fast sci-fi flight sim 
Pitfall - The Mayan Adventure - Win95 
Xenophage - Mutant sci-fi close combat 
Earthworm Jim - Action meets comedy 
SpyCraft - 3 CD’s of espionage - Win95 
MechWarrior II - BattleMechs - Win95 
Er-2000 - Top rated military flight sim 
MS Hellbender - Fury III Sequel - Win95 
Mortal Combat III - Violent close combat 
MS Deadly Tide - 4 action CD's - Win95 

HARDWARE 

Zip Disks (100 Mb) - Bulk 10 Pack! ea. 
Logitech 3-b mouse - Bulk 10 Pack! ea. 

MS Natural Keyboard ergonomic KB 104 
Tape Backup - Internal 1.4 Gb Kit -i- video 
KTX 15“ SVGA .28dp LR UHR monitor 
Gigabyte ATE-P P5 Motherboard w/256k 
Trumpet Pro-MMX Motherboard w/5 12k 
17“Micron ATX Tower Case Removable backplane 
GVe 33.6k-X2 up Voice/Data/Fax-Internal 
Pioneer 12X CD-ROM 
Revel Archive TB-1400 Tape Backup 
Yamaha Opti 16bit-3D Sound Card 


9.90 

9.90 

10.90 

10.90 

19.90 

24.90 

29.90 

31.90 

42.90 

44.90 


15.90 

23.90 

69.90 

169.90 

299.90 

79.90 
99.00 
98.50 

99.00 
1 19.00 

139.90 

29.00 


"l/our Source {or Lirfuidation Prices!" 


TRUMP ET ITRUMP ET 


I SOFTWARE SALES LTdI | HARDWARE SALES LTD ] 
Trumpet Tech Group Of Companies Telephone: (604)279-9963 

1128-20800 Westminister Hwy, Facsimile: (604)279-9972 

Richmond, BC, Canada V6V 2W3 Toll Free: 1-888 881-2288 

PLEASE NOTE: This promotional offer expires May 31 , 1997. AVAILABILITY & PRICING - Subject to change 
without notice, all CDN funds. TERMS - COD only. PAYMENT OPTIONS - Cash, Draft, Certified/Approved Cheque, 
Visa, MC, Direct Deposit and Amex. SHIPPING - FOB Richmond B.C., Canada 





A few words of advice for those considering 
11 ramp up to super-quick SaKbps higli-speed 
modem technologies — mil so fast. 

Making ihe move to ihis next generation 
of Internet connectivity is still a risky propo- 
sition and making a choice today could mean 
a bigger headache tomorrow, if the 56Kbp.s 
modem technology you choose to support 
doesn't emerge as the industry standard. 

Internet service providers are especially 
wary, since none want to be in a position of 
having to refurbi.sh their wiring closets more 
than once, so they aa* apt to delay full and 
wide-seale implementation. 

Many experts are advising resellers and 
consumers to wait for the dust to clear. “If 
you're a large corporate user you probably 
.should delay your decision to buy more 
modems until the standard is set." said Abner 
Gemianow of International Data Corp. in 
Framingham, Mass. “If you're an ISP. to go 
with a pre-standard technology [means mak- 
ing! sore it's software-upgradeable because 
you don't want to have to go into your wiring 
closet any more times than you have to." 

Whether it's U.S. Robotics Corp.'s X2 
or Rockwell Semiconductor Systems/Luceni 
Tcchnologies/Moiorola Inc.'s K56flcx. lake 
comfort in the fact that purchasing cither 
won't mean buying a potentially useless tech- 
nology. When a 56Khps modem standard is 
finally hammered out. both will ultimately be 
made compatible by their respective makers, 
according to Oermanow. 

Both technologies work basically the 
same, employing a software-based modula- 
tion scheme, he said. There are slight differ- 
ences in the software coding that currently 
makes X2 and K56ilcx non-compatible and 
each modem maker, “simply has to agree that 
the technologies will speak to one another. 

KSbtlex is the more widely adopted of 
die two technologies among vendors, with 
support coming from the likes of AST 
Computer, Compaq Computer Corp.. 


Hewlett-Packard Corp. and Toshiba Corp. 

According to Rockwell, its KSbflex will 
offer speeds up to 64Kbps, without requiring 
the installation of new phone lines. The com- 
pany argues most central site modem manu- 
facturers already use Rockwell chipsets and 
more than .^00 of them have already pledged 
their support for K56flex- 

The more proprietary X2 technology 
from U.S. Robotics has the advantage of 
being first to market with available product. 
X2 technology, introduced in early March, is 
a software download (US$99| for Courier 
modems and a chip upgrade (US$69) for 
Sportster modems. 

Truth be told. Germaiiow said users can 
initially expect speeds in the 40Kbps range. 

A number of ISPs have already 
announced their support for the U.S. Robotics 
technology. According to Alan While. 
Canadian district manager for U.S. Robotics, 
that list currently includes Sympaiico. 
Netcom Canada. AOL Canada. ISiar and 
ToialNet. At press lime the modem maker 
was al.so negotiating with HookUp 
Communications. "We have a program for 
Internet service providers to help get them 
upgraded to X2 and to provide some co-mar- 
keting funds for them to help really push the 
fact that they have X2.'' White said. 

White admitted user confusion abounds, 
but predicted those same users are willing to 
buy into the U.S. Robotics technology 
because of Ihe company’s huge installed base. 
"Absolutely there is confusion in the market- 
place now. There's not as much as there could 
be because we're the only one shipping a 
(56Kbps modem) product today (at press 
time)," he said. "We dominate the market- 
place here in Canada. For sales out of distrib- 
ution for 28-8 and above desktop and iincrnal 
modems, we control a 65 per cent market- 
share here in Canada, and for PC Card 
modems, we control a 91 per cent market- 
share. "Most people are jumping on the X2 


bandwagon." While added. "Where the pres- 
sure really lies is with the service providers. 
Because the service providers will sit back 
and say. 'Yeah, 65 per cent of my [users] are 
using U.S. Robotics so I'll have to support 
X2. But then I'm turning my back on the 
other 35 per cent.' So 1 think the pressure is 
really going to he on the service providers to 
support btilh slandiu-d.s." 

Recently three others entered the 
56Kbps product fray, Hayes Microcomputer 
offers an upgrade program for any vendor's 
modem to Hayes 56Kbps Aceura inodcm.s — 
for USS99. Bay Networks Inc. will provide a 
free 56Kbp.s technology upgrade for its 
BayDSP Integrated Digital Signal Pnxessing 
modem in its carrier-class 5399Remoie 
Access Concentrator Module for the 5000 
MSX Multi-Service Switch. 

Most recently, an Klubicoke, Ont,-ba.sed 
Global Village Communication announced 
the availability in May of 56Kbps Macintosh 
modems which support both K56flex and X2 
technology, called Teleport 56. The street 
price for these products is $289. 

It is on the server side where Rockwell 
may have Ihe edge. K56nex has the support 
of two giant chip makers and an approxi- 
mately 70 per cent share of the installed serv- 
er line base in North America. 

Hayes and its partners are also memhers 
of Ihe Open56K forum, a group of vendors 
who have come together in an attempt to set- 
tle Ihe 56Kbps standards issue. That group 
planned to hold its first meeting on April 23 
in New York. 

The Telecommunications Industry 
Association, the organi/alion that will set the 
standards, has a timetable of June for a deci- 
sion. but many, including Oermanow expect 
it will be sometime iie.xl year before a 
56Kbps standard emerges. tW 

Dan McLean is a Tonmto-hased JounialisI 
ir/io specializes in high lechnology ivporring. 
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YOUR CANADIAN 
DISTRIBUTOR FOR 
TEKRAM TECHNOLOGY 


LINKUP 

TECHNOLOGY 



Pentium /MMX"" Mainboards 

. P5V30-B4 - VX 256K SVR 

• P5V30-B42 - VX 512K 75MHz (Cyrix 
P200+) 

• P5H30-NS/WS - HX 512K Adaptec 
UW-SCSI 3 

• P5H30-A4 - ATX Intel MARL HX 256K 

• P5H30'A42 - ATX Intel MARL2 HX 
512K 

• P5T30-B4 - TX 512K 2xDIMM 

• P5T30-A4 - ATX TX 512K 2xDIMM 

• P5T30-WS - ATX TX 512K Adaptec 
UW-SCSI 


Chipset: Intel’ 430TX, optimized for MMX^” Technology 

Processor: Support Intel Pentium /MMX™ 75-200MHZ, Cyrix' 6x68 to PI66-1- 

Series, AMD' K5/K6 Series. 

Award' PQ BIOS; Support LS-120 120MB ATAPI Floppy Disk Drive 
Symbios' SCSI BIOS: Support 53C810/860 Ultra SCSI 
Cache: 512KB Write-Back, Pipelined Burst L2 Cache 
RAM; 4 X SIMM + 2 x DIMM. (Max 256MB) 

PCI Bus Master: 2 x PCI Bus Master IDE, support LBA mode, PIO mode 3, 4 
Ultra 33 Synchronous DMA Mode 


Pentium Pro / 

Pentium II Mainboards 



inkup.on.ca 


il.COMbEX' 

Canada '97 


• P6F40-B5 ■ FX Pentium Pro 

• P6F40-A4 - ATX Intel VENUS FX 
Pentium Pro 

• P6F40K-B5 - FX Pentium II 

• P6F40K-A5 - ATX FX Pentium n 
366MHz 

• P6F40-B5 - FX Pentium Pro 

Check our web site for mainboard 
specifications and other productsi 


LINKUP 

CANADIAN HEADQUARTER WESTERN CANADA 


Linkup Technology, Inc. 
722 Gordon Baker Road 
North York, Ontario M2H 3B4 

• Voice: 416-499-4707 

• Toll-Free: 1-888-218-4968 

• Fax: 416-499-6103 

• E-mail: salesgilinkup.on.ca 

• Web: www.linkup.on.ca 


CNS Technologies 

396 W. Broadway 
Vancouver, B.C. VSY 1P8 

■ Voice: 604-876-5558 

■ Fax: 604-876-2255 


EASTERN CANADA 
Lexton, Ltd. 

765, rue Jarry ouest, suite 201 
Montreal, Quebec H3N 1G7 

• Voice: 514-271-4150 

• Toll-Free: 1-888-453-9866 

• Fax: 514-271-0755 



by Jeff Evans 


Preparing For 
The Pri 




The average printer, 
whether a $300 
desktop ink-jet model, 
or a $10,000 network 
laser, is increasingly 
a user-friendly 
appliance that 
has amazingly 


sophisticated 


technology 
buried inside it. 


HP LsserJel SSi Mopier 



remember the first four printers my 
wife and I bought lor our fledgling 
desktop publishing company, in 
I98S and 1986- One was a tiny 
$700 Hewlett-Packard ThinkJel - - 
an early monochrome ink-jet that 
printed out angular 'compuierish' 
letters built up from a small number of dots, 
with about 70 dot per inch (dpi) resolution. 
We ulso got a Canon PJ 1 080A color ink-jet. 
with a list price of about $800. and offering 
84 dpi resolution. We added a $60,000 
Linotype PostScript imagesetter, to which we 
could hook up our MS-DOS PCs, Macs and 
Amigas to print out type.set text on film at up 
to 2,400 dpi. Shortly after that, we added an 
$8,000 300 dpi Apple LaserWriter as a proof- 
ing device for plain paper output. 

In 1997, many of the features of tho.se 
four early printers are available to the average 
computer user, combined on one desktop 
printer with higher quality and more flexibil- 
ity. for a few hundred dollars. In particular, 
■photo quality' ink-jet printing of both text 
and images liu- superior to anything on the 
market in 1985. at resolutions up to 1.400 dpi, 
is now available in the retail market. 
Meanwhile, fast 600 dpi monochrome print- 
ing via networks is a fixture in businesses and 
government agencies. Far from creating a 
‘paperless office,’ the new generation of 
printing technology is causing an increasing 
flood of locally generated documents, and 
creating a new. multi-billion dollar market for 
printing supplies lor Canadian resellers. 

According to an Evans Research study 
of the Canadian printer market, unit sales of 
printers, especially ink-jets, arc up sharply, 
and ink-jet printer sales in Canada will con- 
tinue to grow strongly for the nexi few years. 

According to Evans Re.search, ink-jet 
printer unit sales in Canada will jump from 
478.0()0 in 1995 to 1.036.000 in 1997. At the 
same lime, though, total 
dollar revenue on those 
sales will only increase 
marginally, from $254 mil- 
lion to $266 million. In 
other words, as sales soar, 
price-per-unit will plum- 
met. and so will reseller 
margins. Profits from the 
ink-jet market will have to 
be wrung almost entirely 
from the supplies market, 
as resellers offer ink and 
loner cartridges, paper and 
other add-on produces to 
make a profit. This contin- 
ued growth in ink-jet sales will come partly 
from new customers, and partly at the 
expense of laser printer sales, which are 
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expected to fall from the current 610,000 to 
443.000. 

The Razor Blade Industry 

Prices on some printer hardware has dropped 
to such a low level, according to Evans 
Research, that in many cases printers are 
regarded a.s ‘seed’ products — the margins 
for manufacturers and resellers are minimal, 
but once the hardware has been .sold, the 
opportunity for profit comes in the follow-on 
sales of toner or ink. paper, and other add- 
ons. This follows the model established it 
century ago in the shaving industry: safety 
razor holders were sold for next to nothing, 
and fortunes were then made .selling the 
packs of disposable razor blades that were 
needed to enable the actual shaving to take 

To an increasing degree, the printer mar- 
ket is seeing the same dynamics taking hold. 
In 1996. dolliu’ sales of ink-jet printer sup- 
plies exceeded dollar sales of ink-jet hard- 
ware for the first time. By 1999, supply sales 
are predicted to hit as much as $2 billion, well 
over twice the value of printer sales in that 
year. The profit opportunity for resellers, it 
would seem, is in the ‘razor blades’ — the 
consumables that make the solution work for 
the end-user. 

Technology Drives The Race 

The average printer, whether a $300 desktop 
ink-jet model, or a $10,000 network laser, is 
increasingly a user-friendly appliance that 
has amazingly sophisticated technology 
buried inside it. Printers do something that 
personal computers don’t: they manufacture a 
physical product rather than simply move 
electronic data around. Printers take in paper 
or other media, and then arrange patterns of 
toner particles, liquid ink droplets, molten 
wax, or colored vapors on the media as it 
passes through the printer. Especially in the 
case of color printing, the process involves 
manipulation of matter and energy at a mole- 
cular level, employing fundamental physical 
processes that were simply unavailable to 
human manipulation until recently. Up to sev- 
eral million microscopic droplets are precise- 
ly positioned every second in order to create 
a picture of a schooikid's pet cal. or a pie 
chan for a business pre.senlation. The big 
players in the printer market: Hewleil- 
Packard, Epson. Canon and Lexmark — are 
spending billions of dollars each year in 
research, which is the principle reason for the 
rapid evolution of the products we see on 
store shelves. The money required to stay on 
the leading edge and remain competitive also 
means that printer manufacturing is increas- 
ingly a game for the big boys. 
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Generic Versus 
Brandname Supplies 

In many ways, for resellers the ‘real’ 
part of the printer markel Ithe part that 
offers profit opportunities) lies in sell- 
ing supplies to printer users after they 
have bought the printer hardware. 

The question of whether printer owners 
should buy name-brand toner or inks or 
use generic manufacturers' products is 
a source of endless controversy. In the 
early days of non-name-brand supplies, 
there were instances of fly-by-night 
cartridge refillers who sold poor quality 
producLs, which performed poorly and 
could void the printer's warranty by 
causing damage to the printer. Most of 
the non-name-brand suppliers still in 
business supply good quality products, 
at prices .so much below those of name- 
brand supplies that many printer own- 
ers are happy to use them. For example. 
Image Control Corp.. a Scarborough, 
Ont. -based suppliers of remanufac- 
tured. second-sourced and generic sup- 
plies for la.sers and ink-jecs, claims to 
have more than 5,000 different prod- 
ucts available. D.M, Agency of New 
Jersey sells a do-it-yourself refilling 
system, called Ihe ReInk system, which 
employs bottles of ink with flexible tips 
for reloading cartridges. Refill kits are 
available for a range of printers, includ- 
ing Canon, Apple, HP and Tektronix. 

In past years, some printer manufactur- 
ers got into heavy-duty conflicts with 
consumers by threatening lo void prim- 
er warranties if they detected evidence 
of use of non-name-brand supplies in 
printers returned for servicing. 
Nowadays, although printer manufac- 
turers still don't like finding strangers' 
cartridges in their printers when they 
come in for service, they are more 
diplomatic about honoring warranties. 
Representatives from HP and Canon 
pointed out that vast amounl.s of R&D 
money (over half a billion dollars per 



Winners And Losers 

Resellers have very little tolerance these days 
for getting stuck with obsolete products 
which have to be kicked out the door at sacri- 
fice prices, and will move to new product 
lines that are selling- The result has been 
tough times for printer makers who falter in 
terms of price/performanee. 

In particular, the low-end la.ser primer 
murttei has suffered from apparently irre- 
sistible competition of color ink-jets. 
Although there Ls still a business case to be 
made for a personal laser, puriicularly in a 
home office, con.sumers arc in love with Ihe 
eurreni generalion of color ink-jets, and that 
is where the bulk of the market currently lies. 

QMS. a pioneering PostScript laser 
printer maker which has a well-earned repu- 
tation for quality, took some serious hits 
when laser primer prices dropped suddenly a 
few years ago, putting its monochrome laser 
primers at a disadvantage. When low-cost but 
high-quality color ink-jets challenged its 
excellent but pricey color thermal transfer 
primers, it suffered similar setbacks. The 
company was forced to concentrate on mar- 
kets where it still had a convincing story to 
tell (especially in high-quality networked 
business solutions), and it had to revamp its 
technology and product offering.s. It appears 
to have accomplished an admirable turn- 
around, but it .seems to be out of the personal 
laser markel, once its mainstay. 

When caught in a no-win siluation, par- 
ticularly in the cutthroat low end printer mar- 
kets, other manufacturers have responded as 
QMS did, by moving to niche markets or lo 
the corporate networked printer markel. 
where margins are still higher, and profes- 
sional customers are looking for printing 
solutions and long term stability and service. 
So, for example, Lexmark exited the low-end 
personal laser printer market (though main- 
taining its succe.ssful personal ink-jet line), 
and now concentrates on its Optra lasers and 
its MurkVision network printing software. 
Thi.s corporiue focus allows Lexmark to offer 
professional document solutions for enter- 
prises ranging from small offices to large cor- 
porations. Similarly, companies such as 
Genicom and Tektronix have atlempled to 
slake out claims on niches within the govern- 
ment and corporate markets, offering high- 
end document solutions. 

The major retail printer makers 
in the Canadian market arc a handful 
of giant companies; Hewlett- 
Packard. Ep.son, Canon and 
Lexmark. They have released a con: 
stream of new producls in late 1996 and 
1997. and Epson in particular seems lo be 


surging in terms of retail markeishare. In the 
case of the retail ink-jet markel, the number 
of primers sold is rising so fast there is some 
room for all the players to grow: the crunch 
may come in a few years when Ihe market is 
saturated, and the surviving primer makers 
have to fight over a static or declining pie. 
Apple WBCnln.Iase,WnlE.12/ 

These days, 
it's easy for 

who don't 
handle Mac 
computers 

that Apple 

printers, but 

leading player in the laser print- 
er markel with ils LaserWriter line, and it has 
also been a leader in color ink-jet producls. 
The LaserWriter offered great ease of use. 
connectivity and PostScript compatibility, but 
it was often the most expensive product in its 
class. This made it a target for all other man- 
ufacturers lo base their designs on. and to aim 
to displace. The individual products are quite 
impressive. The Color StyleWriter 2200 is a 
nicely designed, compact, light, portable ink- 
jet. ideal for students and PowerBook users. 
The Color LaserWriter 12/660 PS is a 
sophisticated, leading-edge color laser, with 
plug-and-play networking support and 
ColorSync color matching technology, and 
the La.serWriter 12/640 is a fast, cross-plat- 
form compatible device with excellent work- 
group performance. After a brief period of 
success with LaserWriter sales into the MS 
DOS/Windows market. Apple’s printer offer- 
ings have pretty much been confined to Mac 
companion sales — a shrinking markel which 
offers less revenue to finance new research 
and development. 
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Brother 

This Montreal-based branch of the Japanese 
multinational distributes a wide range of laser 
printers, faxes, multifunction (fax/prinier/ 
copier) and special-purpose printing devices 
across the country. In lab tests. Brother's laser 
printers have scored high for price/perfor- 
mance. though like all laser makers. 
Brother's personal laser line has suffered 
from competition with low-cost ink-Jels. The 
company has a wide enough product line, that 
it still has strong sales in the other printing 
product categories. 

Canon 

Canon Canada is perhaps the invisible giant 
of the Canadian printer suppliers. Compared 
to the amount of attention Hewlett-Packard, 
Epson and Lexmark have recently been given 
by the computer press, one might think that 
Canon is a smaller presence in the market. 
The reverse is true. Canon, in addition to sup- 
plying huge numbers of fax machines, 
copiers and laser printers, is the number one 
vendor of ink-jets in Canada, according to the 
recent Evans Research survey. However, a 
great many of Canon’s ink-jet products go 
into obscure pans of the business printer 
market, such as point-of-sale printers. Many 
of Canon's printers are also non-sexy (but 
still useful) black-and-white models. 
However, with the recent release of the BJC- 
4200 color ink-jet. Canon has a product that 
competes head-to-head with the latest 
Hewlett-Packard. Epson and Lexmark mod- 
els. With its optional photo cartridge, it pro- 
duces excellent photo-quality output. 

Epson 

Epson wa.s once the leader in dot-matrix 
printing, and when ink-jet printer and person- 
al laser sales began to take off six or seven 
years ago. the company was perhaps too slow 
to concentrate on iho.se other printing lech- 
nologies. As a result, Epson saw its competi- 
tors leap ahead in market share. The compa- 
ny struck back with the Ep.son Stylus Color 
about three years ago, and that printer's 720 
dpi. near photo-quality output. look the print- 
er market by surprise. The original Color 
Stylus had one big drawback, 
which was a dependence on very 
expensive coated stock. Since 
then, however. Epson has 
released new Stylus Color mod- 
els that have continued to boost 
performance while offering 
exceilem, cheap 'plain paper' 
output. With the release of its 
Ep.son Stylus Color 500 model. 

Epson Canada Ltd. began to 


increase its marketshare rapidly in the retail 
ink-jel market, and has followed up that suc- 
cess with the release of three new Stylus 
Color models, the budget-priced 400, 
midrange 600. and professional level 800 
mtxlels of Stylus Color. Epson has upped the 
ante In personal ink-jel printing resolution 
with its Micro Piezo printing technology, 
which enables up to 1,440 dpi printing. The 
addictive eye candy that these color printers 
are capable of creating ha.s created something 
of a bonanza for resellers of Ep.son printer 
supplies. According to market analy.sls, 
Epson i.s continuing to expand its market 
share rapidly in 1997, 

Fujitsu 

Fujitsu Canada carrie.s a number of mainly 
high-end. specialized dot-matrix and laser 
products, aimed at business solutions. The 
PrintPartner lOW and 14AV Workgroup 
lasers arc high performance printers intended 
for demanding office environments. The 
company formerly sold lower-end lasers, 
which it de-emphasized as the competition in 
that market became more inten.se. 
Hewlett-Packard 

Hewlett-Packard (Canada) Ltd. is the giant of 
Canadian printer suppliers, in lenns of both 
volume of sale.s and range of produces. The 
printer line of HP i.s only one component of a 
larger technology company with revenues of 
more than US$35 billion per year. HP is a 
leader in networked high-volumc la.scr print- 
ers, personal la.ser printers, multifunction 
devices, and ink-jel prinier.s. HP lends to olTer 
PostScript models of most of its la.ser print- 
ers, as well as nicely engineered networking 
oplion.s for its midrange and low-end lasers. It 
is a major innovator in printing technology, 
and sei.s the pace for the other major compa- 
nies. HP has seen serious competition from 
Epson and Lexmark in the color ink-jel mar- 
ket. U.S both those companies have specifical- 
ly targeted HP as the competitor to beat. 

HP's sales, earnings and profits 
increased substantially in the first quarter of 
1997. with orders for HP LaserJets growing 
moderately, and orders for the HP LaserJet 6P 
showing good market acceptance. Demand 
was high for both 
the new HP Color 
LaserJet, and sales 
of printer supplies. 
HP claimed healthy 
growth in ink-jel 
sales, hut margins on 
those products were 
squeezed by the 
ongoing drop in ink- 
jet hardware prices. 



year, in the case of HP) go into devel- 
oping improved ink formulations, car- 
tridge and print head technology, while 
non-name brand companies have com- 
paratively little investment in research. 
Ongoing improvements in cartridges 
are introduced without announcement 
by many manufacturers, leading to a 
constant improvement in quality and 
reduction in price of the name brand 
supplies- Nevertheless, for the price- 
sensitive consumer, there is a consider- 
able temptation to save a lot of money 
by going the no-narae supply route. 
Somewhat less controversial is the prac- 
tice of buying third-party paper sup- 
plies. Mississauga, Ont. -based Essapac 
supplie.s kits to create presentation fold- 
ers. name badges and odier custom doc- 
uments from a wide variety of ink-jet 
and laser printers. On the one hand, 
there is a lot to be said for the reputation 
for quality of companies like HP or 
Canon. On the other hand, printer sup- 
plies are expected to increa.se in sales to 
about $2 billion in Canada by 1999. 
That’s a great opportunity for resellers, 
but end-users can't be blamed if they 
want to minimize their personal contri- 
bution to this impressive statistic, 


Apple Canada; 

http://www.8pple.CDm, (9D51 477-54D0 
Birmy Graphics Cerpe 
http://www.birmv.com, (407) 768-6766 


Brother Canada: 

hnp7/www.brother.com, 1-800-361-6466 
Canon Canada Inc.: 
http://www.ccsi-C8non.com, 
1-800-263-1121 or 19051 795-1 11 1 
DM Agency: 

DilMir@aol.CDm, (2011 783-7164 
Epson Canada: 

httpy/www.epson.com, 1-800-463-7766 

http://vvww.Bssapac.com, (905) 275-0556 
FujNsu Canada Inc.: 
http://www.fcpa.com, 1-B00-263-8716 
Hewlett-Packard: 


http://www.lip.com, 
1-800-387-3867, (905) 206-4725 


Image Control: 

htlp://www.imaga-contrDl.com, (416) 694-7509 
Lexmark Canada: 

http7/www.lexmark.com, 1-81)0-358-5836 
Qkidala: http://www.Qkidata.com, 1905) 228-4250 
QMS CANADA: http^/www-dms.com, 
1-800-268-0343. (9051 206-0848 
Senrioewotks/Raven: 
http7/www.se rviceworks.com, 

(504) 273-4453, (9051 712-2000 or 1514] 344-4044 
Tektronix; httpj/www.tekcom, 

1-800-835-6100 

http://www.xBroxcom, 1-800-275-9376 
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HP continued lo be a technology leader 
with the introduction of its OfficeJet Pro 
1150c. a coior prinler-copier-scanner which 
combined two of HP's leading technologies, 
color ink-jets and scanners. Its DeskJet 692C 
photo quality printer, aimed at the SOHO 
market with a street price under $500, is high- 
ly competitive with any other offerings by 
other manufacturers, 

Lexmark 

Formerly a division of IBM. Lexmark was 
spun otT as a separate company several years 
ago during IBM's time of troubles, and it has 
proven to be a success as an independent 
manufacturer outside of the embrace of Big 
Blue. Its core products are the Optra line of 
laser printers. Mark Vision printer networking 
software, and Coior Jeiprititer personal ink- 
jets. A very nice line of personal lasers was 
deleted nearly two years ago, due to the con- 
viction that this product segment would be a 
poor prospect for success and profits, due to 
falling prices and competition from ink-jets 
in the SOHO market. Although Optra lasers 
arc aimed mainly at networked busines.s mar- 
kets. the entry level models offer excellent 
performance at an attractive price, and have 
been seen in retail outlets aimed at .SOHO 
customers. Lexmark recently unveiled throe 
new Jeiprimer models, the 2030, 2050. and 
2070. These am aimed at the SOHO market, 
and like comparable HP, Epson and Canon 
products, offer photorealistic print capability, 
and come bundled with gtxtd selections of 
soOware to provide a complete printing solu- 
tion to the family or home office. 

Okidata 

Okidaia. a division of OKI America Inc., is in 
many ways a traditional primer maker, which 
still offers a line of dot matrix printers 
(including its new. high performance 
Microlinc 39(V.39I Turbo!), as well as ink- 
jels. fax machines, and its new LED Page 
Printers. Its LED printers have performance 
characteristics similar to lasers, although they 
use a different imaging technology. The 4W 
offers good laser performance at an extreme- 
ly low price, and the 16 N offers 16 ppm per 
minute printing for a $I.5(K) street price, 

QMS 

This company was quick to exploit the 
demand for high-quality PostScript laser 
printers created by the advent of desktop pub- 
lishing, initially on the Mac. and later on the 
MS-DOS/Windows PC platform. QMS 
poached a good deal of business from Apple's 
1-aserWriier line, by offering comparable per- 
formance at a lower price. When iLs personal 
laser printers were undercut by the drop in 



laser prices to $601) or less. QMS re-orienied 
its elTons 10 conceniraie on the corporate 
printing solutions market. Among its current 
offerings arc the CrownNet Prim Utility for 
Windows, a variety of connectivity solutions 
such as the i-Daia ida PriniServer, the QMS 
Image Server Prim Systems and Developers 
Kil. and the Crownimage Imaging System. 
Current primer 
products include 
the QMS 4060 
Print System, a 
high-speed (up to 
40 page per 
minute) work- 
horse, and the 
innovative QMS 
ColorScript 460 
and 480 Dye 
Sublimation Color 
printers. The ColorScript printers use a fast 
RISC processor to produce photo-quality out- 
put up to wide tabloid size, with sophisticat- 
ed color matching capabilities, including sup- 
port for Apple ColorSync. Panione. and CIE 
Inlemational Color Standards. 

QMS makes a distinction between 'net- 
work' printing and 'workgroup' printing. For 
reasons of security, it is usually preferable to 
locale a primer close to the user's computer, 
and QMS supports low-cosl. distributed 
'servcrless' setups as well a.s cenualized net- 
work installations. Typically. QMS continues 
to supply extremely well-engineered, high 
performance printing solutions for profes- 
sional users, with an emphasis on a thorough 
.spectrum of connectivity options and compat- 
ibility with Ollier manufacturers' current 
hardware and software. 

Serviceworks/Raven 

Canadian vendor Serviceworks carries the 
Raven printer line in Canada, which consists 
of narrow and wide carriage doi-mairix prim- 
ers (confined mainly to specialist applications 
such as priming on mullipage forms) and a 
line of personal laser primers and u dye-sub- 
limalUin color primer, the RC-1600. The 
Raven LS Series lasers are very nicely 
designed, fast, compact devices optimized for 
Microsoft Windows and Windows 95 output, 
at either 60(1 or 1 ,200 dpi class resolution. In 
lab tests. Raven's lasers have proven to be 
very economical, pieasant-io-use producl.s. 

Tektronix 

Tektronix is a strong player in high-quality, 
high performance color printing, with its 
Phaser line of solid-ink primers. The Phaser 
600 is a wide-formal color printer, that can 
handle paper up to ,36 inches wide, for graph- 
ic arts, advertising, scientific and engineering 


applications. The Phaser line's high-powered 
processors allow for very fast color output: 
around a minute for even complex pages of 
color images primed out by the Phaser 450. 

Xerox 

Unlike many other primer makers which are 
essentially distribution operations in Canada. 

Xerox has a staie-of- 
Ihe-art R&D facility 
in Mississauga. Onl.. 
which has developed 
some of the compa- 
ny's crilical color 
laser technology. 
Rumors from well- 
placed sources indi- 
cate that Xerox will 
have some major 
producl announce- 
ments concerning color laser products in the 
next month, aimed at bringing that technolo- 
gy to a much wider market. In terms of exist- 
ing products. Xerox's primer offerings should 
be viewed in terms of a ‘documem solutions' 
strategy that incorporates pholixtopiers, fax- 
ing. nelworiting. doeumeni servers, scanning, 
optical character recognition (OCR) soft- 
ware, as well as printers. Xerox has been a 
leader in multifunction devices, with its 
WorkCenlre series of consumer multifunction 
scanner/faxyprinier/copier products gaining 
wide acceptance over the last couple of years. 

The Future Of The Market 

HP currently bus an incredible domimuice in 
the laser market, with 55 per cent share, com- 
pared to 1 1 per cent for Brother (mtiinly low- 
end lasers), and 10 per cent for Lexmark 
(mainly mid- to high-end. networked lasers. 
HP will probably keep its dominanl position 
in lasers, but it will be in a shrinking market. 
In the ink-jet market, it seems likely that 
Cannn's current market share of 38 per cent 
will shrink, as the market expands and 
aggressive players like HP, Epson and 
Lexmark expand their sales. However, the 
growth in the primer market's unit sales will 
mean more sales for all manufacturers with 
competitive new products. The question, 
however, is what profits will there be in this 
market? 

The best suggestion to resellers is to gel 
very, very good at merchandising and mar- 
keting your primer supplies line — that's 
where the real opportunity exists to ensure 
you only use black ink. not red. on your annu- 
al balance sheet. CM 

Jejf Evans is Associate Editor of Canadian 
Computer Wholsaler. He cun he reoched at 
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THE STD ADVANTAGE 

EXCELLENCE IN COMPUTING TECHNOLOGY 


The Advantages are astounding 

As an I5O-90O2 certified manufacturer, we make it our 
business to provide only the finest components for our 
customers. Our commitment to quality is the foundation 
for our products, service and innovative computing 
solutions. This commitment has been rewarded with 
achievement awards, Circie Canada status for our NMSO 
offering, CSA and DOC certification and most impor- 
tantly of all, loyai customers. 


ISO-9002 


MONITORS 

• SAMTRON 
■ SONY 
•CTX 

OESKTOP/SERVER 

• INTEL (OEM) 

• COMPUPARTNER 

ups/back ups 

• AMERICAN POWER (aPC) 

MOTHERBOARDS 

• INTEL 

• MICROSTAR 


HARD DRIVES 

• SEAGATE 

• WESTERN DIGITAL 

LAN PRODUCTS 

• 3COM 


TAPE DRIVES 

• conner/seagate 

• IOMEGA 
•SONY 
PRINTERS 

• BROTHER 

• EPSON 

KEYBOARDS 

• KEYTRONICS 
■ NMB 

VIDEO CARDS 


CPU 

• INTEL 

• MOTOROLA POWER PC 

• AMO 

SOFTWARE 

• MICROSOFT 

■ oi/fax 

• VISUAL ACCOUNT MATE 

PsOfESSIOlWLACCOUNTINS SOFTWARE 


STD 
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Fun And Games? 
And Profits 

The computer software entertainment business 
is turning out to be a source of significant revenues 
for some reseliers. But as always, the key is 
understanding your customer. 


Know your c 

It's always the first rule of 
business, but the advice is especially valid in (he 
fast-paced world of computer games retailing. 

Customers are becoming more discriminating in their purchases 
of game.s software, which according to Jeremy Logan, product man- 
ager for the Toronto-based distributor Bcamscope Canada Inc., has led 
vendors to release about a quarter of the titles they used to introduce. 
He estimates that the Canadian gaines software market in 1996 com- 
prises about six per cent of the U.S. market, which hovered at about 
US$2.5-bilIion. 

And games retailers definitely need to know their market. 
"Seventy-five per cent of the sales are in the first week. There are few 
perennial bestsellers. You can buy 50 titles and it is bit of a crap.shoot 
because you could be sitting around with 49 of them on the shelf." says 
Bev Buckton, public relations manager for the Toronto-based Ingram 
Micro Inc. (Canada). 

Consider Mediascape 

The appearance of Mediascape. a games software store, amidst die 
traditional grunge on Yonge Street in downtown Toronto may be a sign 
that this little strip is finally seeing better days. 

Owners Darren Keyes and Jon Walsh, two young men who also 
fit the demographic of much of their clientele, say that their location 
brings them cheek and jowl with the lucrative market of university age 
students, with the proximity of some major schools nearby: Ryei 
and the University of Toronto, as well as the community colleges. 
Both Walsh and Keyes (who are. incidentally, cousins) have earned 
university degrees. 

So far their efforts are paying off. Mediascape is already earning 
a small profit after a year-and-a-half in operation. 

"Their only reason for success is that there i.s no FutureShop 
around in the downtown area competing with them,” says one distrib- 
utor. and it may he partially true. 

But Keyes and Walsh also suggest they have connected with the 
gaming clientele in a manner that would be impossible for a larger retail 
enterprise. Both are ardent gamers themselves — each spent 50 hours on 
Diablo, a role playing dungeon and dragons game from CUC/Davidson, 
when it came out in January — and they know at least 60 of their cus- 

32 CANADIAN COMPUTER WHOLESALER MaylSS? srfeyAvwwcckv. 


tomers on a first-name basis. In addition to selling games titles, several 
PCs have been stationed in the back of the store where people for a fee 
can either play alone or compete in a networked environment. 

Gamers come from all walks of life, Keyes and Walsh report, 
from the taxi cabbie who comes by Mediascape every week for his lat- 
est software fix to the police officers who have a preference for com- 
bat simulators. Women are rarely seen in the store, even though some 
of the top writers of games software are female, says Walsh, who 
blames this oversight in the industry on the aggressive, competitive 
nature of must games. His partner Keyes chips in and suggests that 
"roaming around the street like a warrior is also a girl's fantasy" and 
that we will .see more purchases by female customers. 

Titles like "Warcraft Battlechest." "Screamer 2." "Tomb 
Raiders." and "Command & ConquenRed Alert" are among the top 
sellers listed for March by Beamscope Canada a major PC games 
distributor. 

What about the violence and mayhem depicted in some games'.’ 

Keyes .shrugs and says: “it is pure entertainment, no different from 
watching Jf I'iles or NYPD Blue on television. It is like any fomi of art." 

There are different games categories, which sometimes blend into 
each other — aciion/adventure. strategy, role playing and sports 
(including hockey) — and each one attracts its own separate clientele. 
"Adventure games usually appeal to people who are not real gamers, 
while strategy is more popular among hard-core gamers." says Keyes. 


Product Description 

MASTER OF ORION II; ANTAR CDDOS 
COMM & C0NQ:RED ALERT CDWIN95 
MAGIC THE GATHERING 


SCREAMER II 
AIR WARRIOR II 
DIABLO SHAREWARE 
COMM &C0NQ:RED ALERT 
FLIGHT SIM 6.00 CD 
M1A2 ABRAMS TANK 


CommCode Vendor 




GAMES 


Ai ihe slart a fairly solitary aciiviiy. games software is becoming 
increasing social, with the growth in popularity of on-line Inicmei 
gaming where you can play with hundreds of people anywhere in the 
world, "Sitting by yourself in a room killing computer enemies over 
and over again is not a.s exciting." says Keyes. 

Walsh and Keyes have bigger plans beyond ilie single store, 
including possibly opening new outlets in the greater Toronto area or 
eventually getting into other aspccLs of the entertainment business. 
"Wc don't want to be two 40-yeur-old guys still working in retail." 
mutters Walsh. 

“You can buy 50 titles and it is bit of a 
crapshoot because you could be sitting 
around with 49 of them on the shelf." 

— Bey Biu kum 

Keyes who has a masters degree in physics, jokes about how he 
"decided to go into business rather than make weapons." 

On the market in general, he commented: "Retailers do appreci- 
ate the value of the games market, hut they don't know how to run it. 

I think most of them have gotten into the games market a liiilc bit at 
some point and then backed out." 

The Market 

Logan made reference to one large retailer in Canada that turned to 
Beamscopc for help on displaying the games lilies in its various out- 
lets. ""It wasn't properly merchandising the product. No uniform 
design and the shelving was ptwr." recalls Logan. 

Nevertheless, adds Logan, a small independent operation like 
Mediascape has a major advantage over the large chains when its 
comes to games software. It can gel a new title from a distributor onto 
a shelf, one to two days faster chan a chain which has to take e.xtra lime 
shipping copies to all its outlet stores across the country. That is pret- 
ty important issue, he explains, because hard-core gamers want the 
new lilies as soon as possible and they are willing to pay extra for that 
opportunity. "The first store that has a new game will get the initial 
sale even if it is five dollars more," says Logan. 

Gaming Today 

Keyes recalls creating games software when he was l.'^ and most such 
efforts involved "two or three guys." 

Now game development is an enormously expensive endeavor, 
with games lilies starting at $3-million in terms of development costs, 
with 40 people doing the programming over a two-year peritxl. He 
adds lhal Hollywixid has climbed on board with the introduction of 
games versions of popular movies featuring actors like Christopher 
Walken and Bruce Willis. 

Adds Walsh; "You really have to know the products well ahead of 
lime. Stay in much with what is happening on the Internet iwhere ver- 
sions of titles are I'eaiured). Read the gaming magazines. You know 
there are certain games lhal are going to be big. Most retailers don't 
have the lime to invest when [games] is only part of their revenue. For 
us it is a major portion of our revenue." 

Gaming is a subculture. Walsh reports, where garnets like to come 
into a store and pecsonally check out hot lilies with a knowledgeable staff. 

But if there is one sector where customer service unfortunately 
rales quite low. it is the PC retailers, says consultant Bob Pritchard, 
president of the Markham. Ont.-based R.J. Pritchard & Associates. 
"Games software carries ullribuies of both a computer and a consumer 
elecironic.s product, adds Pritchard, which he says causes a lot of 
headaches for retailers. 


Videu games vendors treat their retailers a lot better than what the 
computer industry metes out. according to Pritchard. Greater control is 
exercised on the pricing of games titles, compared lo the PC industry 
"where products are overdistributed and competition is solely on 
price." he says. 

In contrast, video game.s retailers are given something extra lo 
differentiate themselves from their competitors in area.s like market 
positioning. The same games product may differ from store to store, 
for instance. 

Computer games slart out being sold at .somewhere between $55 
to $70 in the retail channel, but eventually drop as low as $19, as inter- 
est fades. One exception is the popular Diablo, where pricing i.s being 
kepi up, explains Keyes. There is the additional used games market 
where gamers will become bored and sell off their old titles, which can 
be resold at a reasonable amount, he adds. 

Whether games software has helped create the demand for Pentium 
PCs is open lo debate within the industry. It is safe to say that the sophis- 
ticated lilies put a lot of demand on the hardware and software. 

Jason Maclsaac. editor of the on-line magazine. Came.smaimi 
(jason@ifrom.com) suggests a user needs at least a Pentium 90 to ben- 
efil from the pleasure of playing them. He is critical of games vendors 
lhal insist on more computing technology than what the customer 
already has available. "Many games developers are lazy and (won't) 
streamline the code." CW 

Paul Weiiihers is a Tamiua-huseil jounuilisi, ipeciulizing in high- 
technology reporting anil hii.siness. He can he reached in 
pweinbg® iiilerlog.com. 
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CLIENT/SERVER COMPUTING 



New Wave 
of Client/Serven > 
Hits Market ^ 


bv Paul Lima 


Although the iransilion to client/server has not always gone smooth- 
ly. it is almost impossible to find a large-or medium-si^ed business 
that has not migrated in whole or in pan to PC-based network com- 
puting. Even small companies with fewer than a dozen employees 
are networking operations, and running applications and peripherals 
off servers- 

And while there have been bumps on the transition road, the next 
generation of client/server — intranets and virtual computing — is 
already upon us. 

Corporate use of intranets is skyrocketing, according to a 
Creative Networks Inc. survey of HI American companies. While the 
mean number of intranet users at the companies was 5,905 in late 
1996, that number is expected to more than double this year. 
Companies are using the intranets primarily to share information 


Calorie-Reduced Client-Server Cemiiuting 


by Paul Lima 

If half the hype surrounding network computers (NCs) and thin 
clients proves true, the future of client/server will be calorie- 
reduced, and sales of personal computers to corporations, as well 
as resellers margins, will be pul on a diet. 

Low-cost NCs running Java applets residing on fat servers 
are ideally suited for vertical applications such as transaction pro- 
cessing and point of sales. But they may also put computing power 
on the desktops of even more people in corporations. 

Sun Microsystems. Oracle. Corel and IBM have all 
announced NCs. Microsoft. Compaq, Apple and other companies 
have announced thin clients or lighter PCs. Some companies say 
they will bring both NCs and light PCs (thin client) to market 
Microsoft’s Intel-based NetPC will be a simpler, less-expen- 
sive PC that uses a modified Windows operadng system to access 
applications programs and data stored on servers, much like the NC, 
The strategy seems to be to drive the price of a PC below the $1 ,000 
mark, providing stiff competition to backers of the NC concept. 

“The PC folks have so much invested that they are going to 
do a lot to stave off any change that will upset the apple-can." says 
a Forrester Research analyst. “The idea is to make the NC stillborn 
so it doesn't even gel out.” 


among employees and collaborate on projects. 

Skip McGaughcy, worldwide market manager. VisualAge, IBM 
Corp.. describes the virtual corporation as "an exciting new type of 
organization where responsibility-based people act to solve particular 
problems with almost a disregard for organizational boundaries." 
Fuelled by the internet and intranets, virtual corporations will tran- 
scend departmental, company and geographic boundaries. "People 
down the hall will have a closer affinity to people across the continent 
that what they have with people next to them.” he says. 

With increa.sed connectivity, customers are becoming data entry 
clerks for the organization, says Judith Hurwitz. founder, president and 
CEO of Hurwitz Group Inc. She cites as an example. Federal Express 
customers who can log on to the FedEx tracking system and look up 
the whereabouts of their packages. “Systems are as much an issue for 
the customer as they are for the internal business unit. Customers and 
suppliers are, in a sense, part of your virtual corporation." 

A short while ago. most of Hurwiiz’s customers provided data to 
their clients via hard copy reports. But now she says clients want to 
go on-line to look at informaiion, to assess its quality, and undertake 
the analysis process in real time. 

Industry experts agree that expanding client/server computing 
beyond the enierprize can be beneficial to corporaiion.s and customers 
alike, but there is a dark side to moving too hastily and not planning 
for change. "You keep hearing client/server is a lot cheaper, it’s faster. 
And the reality is it isn't necessarily so." says Sheila Bednar, vice- 
president of worldwide best practices. Platinum Solutions Inc. Instead 
of asking ‘how does this fit into our overall cycle and infrastructure in 
handling our business?.’ corporaiion.s have had a tendency to lake an 
isolated viewpoint when upgrading IT applications, says Bednar. 

So just how bumpy is the road to client/server computing? That 
road includes the development of related application projects, so fas- 
ten your seal belts. According a report released by the Scandish Group, 
headquartered in Cape Cod. Mass., the road is littered with over-bud- 
get, under-achieving projects. 

While American corporations and governments spent US$250 
billion on information technology (IT) projects last year, the Standish 
Group report e.stimated US$140 billion was lost due to project cancel- 
lations, delays and cost overruns, A staggering 31.1 percent of projects 
were cancelled and 52.7 per cent of the projects cost 1 89 per cent of 
their original estimates. 

The cost of these failures and overruns are just the lip of the 
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proverbial iceberg: lost opportunity cosLs are not measurable but could 
easily be in the trillions of dollars. 

On the success side, only 16.2 percent of the projects are com- 
pleted on-time and on-budget. In the larger companies, the news is 
worse: only nine per cent of projects come in on-time and on-budget. 
And, even when these projects are completed, many are no more than 
a mere shadow of their original specification requirements. 

"We can no longer imitate the three monkeys — hear no fail- 
ures. sec no failures, speak no failures," concludes the .Slandi.sh 
Group report. 


Resellers To The Rescue 

That begs two questions; How can resellers best serve dicir clients to 
ensure the transition to client/server, or beyond, goes smoothly? How 
can companies ensure they are getting value from resellers. 

When contemplating a move to clicni/.server and beyond, a key 
issue is change management. Companies have to determine how to 
incorporate IT into existing change management process "from prob- 
lem resolution to monitoring software version control, software migra- 
tion and testing, all the way up to distribution," says Bednar. 

If corporations want their connectivity investment to pay divi- 
dends, industry experts suggest they should define corporate objec- 
tives. determine how information technology with help achieve 
those objectives, and then shop around for the products and services 
that will best fulfil the IT requirements needed to meet defined 


“People down the hall 
will have a closer affinity 
to people across the 
continent that what they 
have with people next to 
them." 

— Si'ip McGuughey 


When investing in 
new technology, planning 
for the future is crucial, 
says Hurwitz. 

Companie.s should 
build flexible, adaptable, 
componentized. modular 
systems so they can make 
present systems more 
suitable for future expan- 
sion while meeting cur- 
rent needs. 


Client/Server WIN Survive 

John Dodge of PC Week describe.s intranets as "client/server done 
right." He says intranets arc not different from client/server but are 
simply new client and server types. 

Hurwitz concurs. She says client/server “as a discipline" i.s 
changing for the better. Because of increased flexibility, in some cases 
clients are servers and servers are clients, especially on the Internet or 
when using corporate intranets. 

Intranets are the natural evolution of client/server, the experts 
agree. And this evolution is helping companies overcome the limita- 
tions of platform-specific and proprietary client/server environments. 
But beneath the changes, the di.stributed client/server and object-based 
architecture will prevail. 

As inevitable as the move to a world of transparent global com- 
munications may be. the experts warn it can still be a painful move for 
companies that leap before they plan. The transition for corporations 
can be eased by defining IT needs, and by working with resellers who 
have a proven track record in implementing client-server projects, on- 
lime and within budgets. CT 


Paul Lima (liko@idirect.conil is a Tnroiuo-basetl freelance journalist 
specializing in high-tech and communication.s issues. 


Richard Morochove, president of Toronto-based 
Morochove & Associates, describes NCs and thin clients as "the 
concept of the dumb terminal updated for the ’90s.'' 
Corporations that have traditionally relied on mainframes will 
ask themselves. "How little computing power can we get away 
with?” He says it may lake a year or so to determine how well 
thin clients will do. ‘There will be some initial experimentation 
becau.se the cost savings can look very attractive.” However, he 
warns that savings may evaporate "if it turns out the clients can’t 
do the job." 

If the savings are there and the market accepts them, will thin- 
ner prices for lighter computers mean less margins for resellers? 

It's not an issue for Phil DeLeon, president of Richmond Hill, 
OnL-based Onyx Computers Inc. “If a reseller business model is 
based on selling clients, they're in the wrong business or should 
revise their business plan," he says. “Almost 90 per cent of our 
business is on the server side.” 

Peter Bassani. product manager, commercial de.sktops, 
Compaq Canada, feels it’s loo early to know what tliin client mar- 
gins will be for resellers. Even “if squeezed on the hardware side, 
healdiy margins will come from a combination of hardware and 
system integration," he says. 

System integration is where dealers can provide value add for 
vertical markets such as retail, healthcare and banking — markets 
that will be looking for the cost savings and network solutions that 
thin clients offer. 
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The Recordable CD Yields Opportunity ^ 

by Geof Wheelwrighi 


Recordable CD systems have been with us for 
a couple of years now — and have changed 
dramatically during that pteriod (and all for the 
better). This has created unprecedented oppor- 
tunities for resellers and dealers to create new 
solutions using CD-R technology. 

CD recorders are now cheaper than ever, 
easier to use and a better option for a wider 
variety of potential customer solutions than 
many conventional back-up devices. With CD-R 
media typically selling for between $12 and 
$15 per blank CD — each with the ability to 
store up to 650MB — the cost per megabyte of 
this medium is very attractive when compared 
to more conventional tape back-up drives. 

Perhaps even more important is that 
CDs are now a universal media, like floppy 
disks. Any user who has purchased a half- 
decent PC over the past three years is likely to 
have a CD-ROM drive in that machine - 
and is therefore capable of reading whatever 
a CD recorder records onto a CD. 

This makes it a much better medium for 
passing large amounts of data between users, 
becau.se the person who makes the CD can be 
confident that there will be large numbers of peo- 
ple who will be able to read that CD on dwir PC. 

All of these issues make CD-R sy.stems 
a perfect vehicle for resellers and dealers to 
use in creating new and innovative solutions 
for their customers. 

Here are just a few example.s of how 
CD-R technology is. or might be. used. 

Backing Up The Company 

When most small- or medium-sized companies 
have wanted to back up the data on their PCs 
— whether stand-alone or on a network — they 
have typically turned to tape drives as a way of 
doing it. Tape drives have commonly been 
cheaper lhan their optical counterparts and 
been the “workhorses" of the data backup 
world. They have, however, failed to meet the 
standard of universality against which lower- 
capacity media (such as floppy disks) have 
been judged. 

In case.s where you didn't want others in 
the company to be able to get easy access to 
backed-up data, periiaps this wa.s not a prob- 
lem. But in many small- to medium-sized 
businesses, this kind of universality can have 
big advantages. It means, first and foremost, 
that backed-up data can be restored from vir- 
tually any PC with a CD-ROM. It means that 
your cL.stomers do not have to worry about 


getting use of their backed-up data even if 
their CD-R system should be damaged. 

Provided the CD back-up copies of the 
data are stored in a safe place, data can be 
restored without the co.sl of replacing or 
repairing the CD-R right away. 

The late.st uend in CD-R systems is to 
offer a parallel port option — such as HP's 
602()i/ep — to allow back-ups lo be made on 
virtually any system, including notebook 
computers. The fact that the CD recorder 
attaches to the parallel port also eliminates the 
need for users to have to get inside the PC, add 
.SCSI adapter cards (with their sometimes 
nightmarish configuration problems) or set a 
whole load of jumper .switches. 

The whole thing can be done in a tew 
minutes and the user is up and running. This 
kind of back-up is also the perl'eci solution in 
the instance that the user ha.s a few PCs in their 
company, but is not running a network — the 
parallel port CD recordercan simply be moved 
from machine lo machine doing back up woik. 

The Enthusiast 

The second big maritei for CD recorders these 
days is the home enthusiast. Not only can such 
people more easily back up their data with 
CD-R drives, but they can also make their 
own music CD.s. The CDs can either contain 
music they have created themselves or select- 
ed Irack.s copied from existing commercial 
CDs to create their "compilation CD" that can 
be played on any standard music CD player. 

For The Sales Force 

Insurance agents, financial planners and other 
sales executives cun be potentially huge cus- 
tomers for CD recorders. If a company has the 
ability to easily create CDs for its salespeople to 
use in cusloinor presentations — either on ilieir 
own notebook computers or on customer com- 
puters — tlten they can have a big advantage. 

The advantage is quite simple — the data 
or application created for the sales force does 
not have to be installed by the company's IT 
deparimeni- h merely needs to sit on the CD 
and can lie called on when needed. It might 
simply contain a set of large PowerPoint pre- 
sentations. a couple of MPEG-2 video files 
that show the latest coiporate promotional 
video, some huge amortization tables for loan 
calculations, actuarial tables for insurance or 
anything else dial can make effective use of 
650MB. 



Enterprising 
real estate agencies 
could even lake their 
most recent database of 
homes for sale (perhaps including detailed 
digital photography) and make that avail- 
able on a CD which sales forces could carry 
with them. 

Some of these functions could be repli- 
cated by simply allowing the mobile sales 
force to have access by modem to an inter- 
nal “intranet" where this data is stored. But 
standard modems speeds are not yet good 
enough lo make that an effective answer for 
quickly getting to large video files or huge 
presentations. 

Some customers may also have a need 
to create their own small-scale promotional 
CDs. This might arise in situations where it 
would be useful for them to create such 
items for a few major client.s, but they 
would not require any mass duplication. 
CDs produced on an in-house CD recorder 
would prove the perfect answer. In such 
circumstances, CDs could also be created 
on an “as-needed" basis, without the 
requirement lo pay large duplication fees 
up-front for making CDs that you might not 

A Good Solution 

CD recorders offer the chance for dealers, 
resellers — and their customers — lo create a 
wide range of effective and creative .solutions 
that meet the many data storage and flexibili- 
ty challenges they face. The medium is uni- 
versal. costs have come way down {meaning 
that you can now buy internal CD recorders 
from major manufacturers now for well 
below $1,000) and speeds have improved 
(with 4X being the typical standard for mid- 
range CD-R .systems). 

Inevitably there will be further evolu- 
tion in the market, particularly as DVD 
(Digital Video Disc) technology starts to 
make an impact. Expect to see the first 
major wave of DVD recorders in 1998, with 
even higher capacities, a greater set of disc 
format capabilities and a whole new .set of 
applications. But that, as they say. is a dif- 
ferent story, cn* 

CeofWheehm/’hl is a Vancauver-hasecI lech- 
nology and business jinirnalisi. He can he 
reached at geofivheelwnghl@msn.com. 
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Hard Drives 


Bigger, Faster and in DEMAND! 


by Jazz Bhooi. Tim Bingliam-Watlis and Steve Haliiidti 


Y ou will have no doubi noliced a com- 
manding need has arisen for exlreme- 
ly reliable, high-performance, high- 
qualily storage solutions by desktop PCs: 
workstations, servers, disk arrays, mini-com- 
puters and notebook systems. 

Information that was traditionally stored 
in analog forms is now being stored digitally 
on hard drives. This transition has also 
increased the demand for even larger and 
faster data storage devices. 

Computing today brings increasing lev- 
els of performance and functionality to users. 
Are your customers purcha.sing Office 97? 
I-Iuvc them check their hard drive space! 

Compelled to do so. hard drive manufactur- 
ers have answered the need for high volume stor- 
age of infomiation with nuimmoth super fast hard 
drives. Five years ago. a HIOMB disk drive was a 
big deal. Today’s drives are Godzillas by compar- 
ison. Stonige-hungry applications and operating 
systems demand higher and higher capacity and 
disk drive manufacturers are shipping millions of 
drives from 2GB to SXjB and beyond. 
Digitizing Trends 
Data is content — in all its forms. Tables, 
images, text, encyclopedias, audio/video are 
being digitized, archived and .stored. Within 
the past decade, there has been an explosion 
in the number and types of digital informa- 
tion sources: business transactions, medical 
information, art, music and film are exam- 
ples. They're all being digitized and stored. 

TTie vision for the future includes; infor- 
mation in the form of "store.s" that never close, 
doctors that arc always on duty, libraries and 
universities at one's fingertips, global class- 
rooms. and entertainment-on-demand. 
Internet 

Tlie Internet has a lot to do with the growth in 
storage needs. The market is driving a dramatic 


transformation in the information 
..technology inditstry. Corporate andconstimer 
entetprises of all kinds now require communi- 
cations capability not only throughout, but also 
bcjlilid their oruaniffl tions. Tboy look to com- 
puting to shrink distance, collapse lime and 
lower cost. The rush for companies to gel wired 
and provide information on-line requires infor- 
mation in digital form. Many companies are 
suiving for a more paper office by publishing 
information on internal Web sites. 

Multimedia applications, the downloading 
of images, and on-line references are just a few 
examples of the way in which corporate and 
consumer market are trolling. 

High Capacity Storage 
Never More Affordable 

Corporate entry-level systems and small 
home/ofllce have high expectations. These buy- 
ers need greater functionality, high capacity 
storage, graphics and Imemei access at the low- 
est possible price. Whether iLs SOOMB or 9GB, 
an iinponanl issue still remains, keeping the 
costs down. The average cost of purchasing a 
1GB hard drive five years ago was about S 1 ,500 
compared to today's street price of $300. 
Internet and network computing have become 
border-crossing technologies. The market for 
storage products is exploding. 

The Tests 

Wc used several well-known benchmark pro- 
grams to measure the performance of hard 
drives. Each of them, as can be expected, 
gave different results for the various tests. 
Mcusurcmenis were made on various meth- 
ods of data transfer, such as sequential and 
random. Each program provides a report on 
some form of access lime measurement, 
although they don't always match the num- 
bers specified by the manufacturer. Ail-in-all, 
they each tell a tale of just how quickly a ptu- 
licular drive can perform a given function. 

Just to make things interesting, we decid- 
ed to do a little lost of our own - - something 
quite simple, but also very useful because it 


goes beyond die bcnchmarics and provides a 
common, everyday .scenario. The test actually 
consisted of two pans. First, we generated a file 
(50MB in size), and copied it fmm one directo- 
ry on the drive to another and limed the process 
from Stan to finish. 

This Is a real-world test of a sequential read 
because the file wc were copying was contigu- 
ous. Our second lest consisted of copying two 
directories from one part of the drive to another. 
Tliese two directories were filled with 489 files 
and 89 other sub-directories, totaling 51.2MB. 
We chose this as the total size to demonstrate 
how copying 5(IMB using two very dilfereni 
scenaiios can turn out .so differently. This lest is 
an example of a random read/wrile task. 

To our surprise, the Maxtor 85120 man- 
aged to copy that entire directory tree in just 
32.35 seconds, whereas the average among the 
other drives was closer to 80 seconds. A full 
defragmentation of each drive was performed 
prior to these tests to give each drive the exact 
.same testing conditions, and no third-party 
caching programs were used. We used partition 
sizes of 1GB tliroughoul the entire testing 
process. Ail of the tests, with the exception of 
Sysinfo from the Norton Utilities v2.0 for 
Windows 95, were performed under DOS 6.22. 
All tests were conducted on a Pentium l66MHz 
machine with 512KB of Level 2 cache and 
64MB of RAM. Each hard drive was conliguied 
for Master mode on the primary channel- Each 
lest was executed three dmes. with the final 
average being shown in the comparison chart. 

In Conclusion 

This month, we've had the privilege of 
pulling the very latest drives to the test. 
Indeed, much has happened in the world of 
hard drives during the past few years. These 
new drives boast superior specillcaiions. and 
are constructed with extreme precision. 

The new breed of mass storage drives 
has entered the consumer market very dra- 
matically, with competitive pricing to make 
significant storage all the more accessible to 
just about everyone. 
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Cuo ahead, eheth oui l&M, 
^^lT, Pell, Pigrtal , HP, 
Compaq, and M6C.*. 

tVien call U6 at: 

I-800-18&-ZS18 
for 3 dealer 
near ^ou. 

Come feel the heat at Comdex Canada, 
Toronto, July 9-11, Booth 5122 


EXCELLENCE FOR ALL THE WORLD TO SEE 

http://www.sceptretech.com 1 -800-788-2878 


Pentium 


*lf we sound confident, > 
it's because tbe ^undm 4ooo, 
our previous model, just beat 
^eir best in an independent 
NSTt test. 


bounds 4500 


?ower Configuration. 
i(^(^ mHz. MM)< CPU 
m PAM 
M5PP (US) 



LAB TEST 


^ujitsi^PAM35A^n^PA305a^^ 

Suggested Retail Price: 3.5GB — $480: 5.25GB — $650 
Street Price lapproximatel: $430 and $575 respectively. 

Reseller Price lapproximatel: $390 and $520 respectively. 
Marketing Support For Resellers: 

Toil-rree lie-in to resellers. 

National advertising. 

Afst/ifenance And Technical Relationship With Resellers: 
Three-year warranty on these drives. 

Warranty includes pans and labor. 

Toll-free technical support for resellers. 

Dedicated technical BBS. 

Weh site includes technical information. 

Volume Discounts: None. 

Demo Unit Availability: None. 

Market Orientation: 

"The Fujitsu hard drives are targeted towards PC builders/integra- 
tors. looking for cost-competitive pricing, high quality, and high 


reliability." says Irving Frydman of Fujitsu. 

Product Strengths: 

"Our strengths are in leading-edge design, incorporating advanced 
magneto-re.sislive (MR) read/write head and partial response/max- 
imum likelihood (PRML) technologies. The end result is 
improved signal-to-noise ratios, less chance of data loss than with 
standard heads, and overall higher data reliability." said Frydman. 

Editors' Notes: 

Two of Fujitsu's latest creations are these new drives, with capac- 
ities of 3.5GB (MPA3035AT) and 5.2GB (MPA.3052AT). Both 
drives use the latest in technological advancements, ofler great 
performance and are competitively priced. Both drives feature low 
access times of 1(1 ms. high spindle rates of 5,400 RPM. hiiffer 
size.s of 128KB and the new ATA-3 interface. As far as raw per- 
formance goes, the larger 30S2AT managed to achieve some very 
impressive results, making it a candidate for an Editors' Choice 
award. Both drives have an MTBF rating of 500.(KX) hours and 
come with three-year warranties. 


^||t|rn0igjta^Agg00^^^^ 

Street Price: $493 

Technical Support: Three-year wananty. 

Web site, at http://www.wdc,com. 

Editors' Notes: 

We.stern Digital's AC34<)00L leaves little to be desired when it 
comes to both value and performance, TTie drive has a capacity of 


4GB, a spin rate of 5,200 RPM and an access lime of 1 1 ms. It also 
has a lurger-thun-average 256KB buffer to help squeeze out every 
last drop of performance. 

The drive emmes with cxceilent documentation in the form of an 
easy to understand manual, as well as a full size poster with dia- 
grams on how to install the drive. 


Suggested Retail Price: ST36450A — $580 
Street Price: ST33240A — $427 
Marketing Support For Resellers: 

"Seagate's Weh page offers many ways for resellers to obtain the 
information they need. We recommend the "Sales Partners'’ but- 
ton for a listing of authorized distributors and stiles offices," says 
Judy Plummer of Seagate. 

How Does Seagate Position This Product In The Market? 

'The Medalist Pro 6450 is designed for either new high-end desk- 
top PC.s or upgrades. It is perfect for the SOHO market. The 
Medalist 3240 is designed for both value-class desktop PCs and 
upgrades. It too. is .suitable for the SOHO market." said Plummer. 
What Are The Products' Strengths? 

"The Medali.si Pro 6450 offers performance and reliability. 'The 
Medalist 3240 is certified for home/office environments. Both dri- 
ves are multimedia-ready and are shipped with DiseWizard inslal- 
laiion/pariilioning software." 

Editors' Notes: 

Seagate gave us two of their latest creations, the ST3324()A 
and the ST36450A, with capacities of 3,2GB and 6,4GB. 
respectively. The 33240A is a 3.2GB drive, making it ideal for 



anyone looking for a drive 
with a capacity such as this 
and with a name they know 
well and can trust. This 
drive has an access lime 
rated at 1 2 ms. a buffer of 
128KB and a .spin rale 
of 4.500 RPM. Per- 
formance on this drive 
was around average in 
comparison to the other 


The ST36450A is, in many ways, the ideal drive. It boasts a 
storage capacity of 6.4GB and leaves nothing in be desired 
when it comes to raw performance. The drive, although large in 
capacity, u.ses u convenient 3.5-inch form factor. It has a spin- 
dle rate of 5,400 RPM, an access time of 1 1 ms and the largest 
buffer of all the drives tested, a total of 512KB. With all this, 
plus the new ATA-3 interface for the fastest possible transfer 
rales and a MTBF rating of 500.000 hours, you have yourself a 
true performer. 
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Incredible features for tomorrow, 
the NEW TX MAINBQARD 97. 



Optimized 

SDRAM 

performance 


BUS MASTER-IDE 

Improves IDE devices performance by 
offloads the processor from time 

Ultra DMA 

Boosts IDE devices performance up to 
33MB/S. 


Intel 430TX 

The talesi Intel chipsets 
using BGA technology. 


USB 


SPEEDEASY 

Jumper free for 
CPU speed setting. 

MMX 

ready 



P5I430TX TITANIUM I 

®li m at. c € Fc g] 


ATX Form Factor 
Also Available 


Dmw conacl Ihc /ollowinB ofticM for your local QDI dcalcT, inlonr.Hio 
QDl COMPUTER (CANADA). INC. 

75 Shields Court. Unil-t. Markham, Ontario. LIRYM 

Tel: I.9W.V40J827 Fa«: l•'«5-940970y 

QDI COMPUTER (VANCOUVER), JNC- 

Unil 4, 13520 Crrvtwiwd Plate, Richmond, B.C. C anada V6V 2C.2 

Tck lei04-27867IW Fav: Id4)4-27S1»19 

QDI COMPUTER (MONTREAL), INC- 

2IH5 I lalpemStrwt.St. Liuron), Quebec, H4S IPS, Canada 

Tel: l-514-33Stelll Fax: 1-514-3.356822 



WORLD CLASS MAINBOARD 



LAB TEST 


IBM DAQA 33240 


Siigg»sted Retail Friee: $52 1 
Reseller AudiorizaHoii: 

No auihorizaiion is necessary for reselling Opiions by IBM 
products. 

Ma/hetiog Support 

Co-op advertising. 

Marketing funds. 

Toll-free tie in to resellers. 

Resellers are listed on the IBM Web site. 

POP displays. 

National advertising. 

Maintenance And Technical Relationship With Resellers: 

Three-year warranty. 

Limited warranty includes parts and labor. 

The product adopts the on-site warranty of the IBM system it is 
installed in. 

Resellers can offer service. 

Toll-free technical support for resellers. 

Dedicated technical BBS. 

Dealer-specific space on the Web site. 

Web site includes technical information and drivers. 

Volume Oiseounis: Yes. 

Suggested Retail Price: CY6480A — $295 
5freef Price: TM3840A — $478 
Editors' Notes: 

Quantum has two new drives available, each suited for different 
environments. The models we tested this month were the Fireball 
TM3840A and the Bigfoot CY6480A. The Fireball 3840A is a 
3.8GB drive, making it attractive to anyone who's looking for 
.something just a little larger than 3.1GB. It features a spindle rate of 
4.500 RPM and a 10.5 ms average .seek time. The Bigftwt 6480A 
on the other hand, has a generou.s formatted capacity of 6.5GB. a 
spindle rate of 3,600 RPM and an access time rated at under 14 ms. 
This drive is ideal for anyone looking into buying something with 


Demo Unit Asailability And Restrictions: 

IBM has a loaner program. 

What Is IBM's View Of The Market? 

"IBM has been manufacturing storage devices for over 50 years, 
so we know a lot about storage. This knowledge has allowed IBM 
to develop a highly reliable family of hard drives for client sys- 
tems and servers alike. The Deskstar family of hard disk drives 
offers excellent price-performance for IBM and IBM compatible 
ISA PCs.” said IBM sources. 

WbatAre IBM's Products' Strengths? 

"Reliability — Magnetoresistive head technology allows IBM to 
build drives with increased real density, therefore fewer parts, 
resulting in higher MTBF rates. Performance — We offer a high 
sustained data rate. High capacity — IBM hard drives deliver up to 
15 per cent more disk space for dtua storage by putting the Data IDs 
in silicon rather than storing them on the hard drive," says IBM. 
Editors' Notes: 

IBM's new DAQA-33240 is a 3.2GB capacity drive that would 
make a great addition to any system. The drive is capable of su.s- 
taining high transfer rates and had an impressively short average 
seek time of only 9.5 ms — the fa.stest in this survey. The 33240 
uses the standard ATA-2 interface, has a spindle rate of 5.400 
RPM and a three-year warranty. 


enough storage space for both 
today and tomorrow. Both dri- 
ves managed to achieve rea- 
sonable test results based 
on their design specifi- 
cutions. It's also 
worth noting that 
the 6480A is 
designed using a 
5.25-inch form factor, 
whereas the 384nA uses the 
standard 3.5-inch type. Standard 
warranty on these drives is three years 



Maxlo^3500^rid85120^^^^^ 

List Price: $443 and $601 — respectively. 

Marketing Support: 

Marketing support for resellers includes the Maxtor VAR Partner 
Program. This is open to VARs selected by distributors. 

Technical Relationship With Resellers: 

Three-year wananty includes ports and labor. 

Toll-free technical support. 

Web site includes technical information. 

A No Quibble Service policy. 

Demo Unit Availability: 

The company periodically offers demos programs on select drives. 

What Is Maxtor's View Of The Market? 

The company says, of its 3.5GB and 5.1GB products: "Now, the 
most reliable HIDE drives are available with high performance 
and high capacity points." 


What Are The Products' Strengths? 

Maxtor cites the strengths of: "high reliability, high performance, 
a variety of capacity points and the No Quibble service policy." 

Editors' Notes: 

Maxtor has developed a reputation over the past few years as 
being able to manufacture drives that deliver both perfor- 
mance and great value. 

The two models we received for this month’s evaluation were 
the 83500A and the 85I20A, with capacities of 3.5GB and 
5. 1GB. respectively. The 3.5GB drive offers good overall per- 
formance and is well-priced for a drive of its size. The larger 
5.1GB model managed to surprise us on a number of occa- 
sions, achieving some of the best results in the survey. Among 
the drives more appealing qualities are its larger 256KB 
onboard cache and the use of the ATA-3 interface. 
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IF YOU’RE KEYED UP 
ABOUT YOUR BUSINESS . . . 

WE'VE GOT 
YOU’RE KEYBOARD 



PREH 

PIERBURG GROUP 



51-key prog, with 58 normal PC keys with built-in MSR; 
alpha keys; num. look; scroll and caps lock LED; AT 
keyboard wedge; download software; AT keyboard cable. 

Optional modules include: 4x20 and 2x24 
LCD, RS232 interface, barcode decoder interface; 
single, double, quads and blanks avallale. 



53-key prog, with 58 normal PC-keyboard alpha keys; 
num. lock; scroll and caps lock LED; AT keyboard wedge; 
download software: AT keyboard cable. Optional 
modules include: MSR, LCD (4x20, 2x24), RS232 
interface, barcode decoder interface; single, 
double, quads and blanks available. 


MC80-MSR 

80-key prog. AT keyboard wedge; 
download software; AT keyboard cable; 
MSR tracks 1 and 2. 

Triple track and Smart Reader optional 



MC128-MSR 

1 28-key prog. AT keyboard wedge; 
download software: AT keyboard cable; 
MSR tracks 1 and 2. 

Triple track and Smart Reader optional 




MR128WX 

128-key prog, flat membrane with feed back; 

AT keyboard wedge; splash resistant; 
download software; AT keyboard cable. 

Optional modules include: MSR; LCD (4x20, 2x24); 
RS232 interface; barcode decoder; single, double, 
quads and blanks available. 




SDMS 


The choice is yours . . . 

1-800-677-SDMS 













BM 


Your 


U.S.A. OFFICE 


Distributed in Canada by 


Supercom 


UTnoNiiic 




OEM. ODM, Mac Distributor Call U.S. Office 




Core Test 

Buffered Read (KB/sec) 
Sequential Read (KB/sec) 
Random Read (KB/sec) 
Average Seek Time (ms) 
Track-to-Track Seek (ms) 

QBENCH 

Data Transfer Rate (KB/sec) 
Data Access Time (ms) 

Norton Sysinfo 8.0 tor DOS 
Data Transfer Rate (KB/sec) 
Average Seek Time (ms| 
Track-to-Track Seek (ms) 

Sysinfo 2.0 for Win95 
Cached Reads (MB/sec) 
Cached Writes (MB/sec) 
Physical Benchmark (MB/sec) 

File Copy Tests 

Large Dir. Transfer Time (sec) 

Large File Copy Time (sec) 

Drive Specifications 
Formatted Capacity (GB) 

Form Factor 
Interface Type 
Buffer Size (KG) 

Average Seek (ms) 

Spin Rate (RPMI 
MTBF (hours) 

Acoustic noise (dBA) 

Warranty 

Price 

Toll-free contact 
Local contact 
Internet contact 






Fujitsu 

MPA3035AT 

May 97 

Fujitsu 

MPA3052AT 

IBM 

DAQA-33240 

Maxtor 

83500A 

14144.0 

14144.0 

1388Z7 

14149.3 

8693.3 

8672.0 

6864,0 

5328.0 

2336 

2949.3 

2325.3 

1786.7 

9.2 

7.1 

9.0 

12.8 

2.7 

2.3 

18 

5.5 

5766.7 

6690.0 

4846.7 

4000.0 

4.6 

3.9 

3.6 

7.0 

3311.1 

3357.5 

3228.2 

2811.9 

8.22 

5.38 

7.71 

12.4 

1.95 

N/A 

1.6 

4.56 

24.2 

23.9 

24.1 

23.7 

28.7 

29.6 

27.7 

28.6 

5.2 

5.3 

6.3 

3.7 

70.1 

68.03 

75.76 

96.5 

26.89 

28.02 

33.0 

46.5 

3.5 

5.25 

3.24 

3.5 

3.5-inch 

2.5-inch 

3.5-inch 

3.5-inch 

ATA-3 

ATA-3 

ATA-2 

ATA-2 

128 

128 


128 

10 

10 

9.5 

12 

5,400 

5,400 

5,400 

4,480 

500,000 

500,000 


400,000 

35 

35 


37 

3 years 

3 years 

3 years 

3 years 

S480 list 

S650 list 

S521 list 

S443 

1-800-263-8716 

1-800-263-8716 

1-800-465-7999 

1-800-262-9867 

(905)602-5454 

(905) 602-5454 

(905) 316-5000 

(408)432-1700 

www.fujitsu.com 

vvww.fujitsu.com 

www.pc.ibm.com 

www.maxtor.com 

For benchmark figures where numbers are measured in ms, the lower numbers represent better scores. 
Rgures where numbers are measured in KB or MB/sec, the higher numbers represent better scores. 

Alt prices shown are average street prices in Canadian dollars, unless otherwise indicated. 
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85120A TM3840A CY6480A ST33240A ST364S0A AC34000L 


14112.0 13472.0 11514.7 

8709.3 6S69.3 7077.3 

3034.7 2213.3 2320 

10.0 9.0 1L9 

2.9 3.5 3,5 


138B2.7 14133,3 14064 

6800 8896 9552 

1909.3 3066.7 2341,3 

10,9 9,63 10,9 

3,5 2,5 2,5 


3,8 

6.1 

8.3 

7.4 

6 

6.6 

3705,8 

2956.8 

2513.5 

2681.9 

401L9 

3985.2 

9,03 

8.51 

12.48 

10.9 

9.93 

10.65 

in 

3.0 

3.13 

3.2 

2.47 

2.4 

24,1 

24.0 

24.9 

23.7 

23.8 

23.8 

29,0 

27.1 

27.8 

28.6 

29.7 

30.9 

5,2 

4,9 

4.4 

3.8 

6.6 

5.2 

32,35 

79.77 

106.3 

97.49 

68.27 

83.7 

37,6 

36.2 

40,8 

39.6 

30.1 

34.3 

5.1 

3.8 

6.5 

3.2 

6.4 

4 

3.5-inch 

3.5-inch 

5.25-inch 

3.5-irch 

3.5-inch 

3-5-inch 

ATA-3 

ATA-2 

ATA-2 

ATA-2 

ATA-3 

ATA-2 

256 

128 

128 

128 

512 

256 

10 

10.5 

<14 

12 

11 

11 

5,400 

4,500 

3,600 

4,500 

5,400 

5,200 

500,000 

400,000 

300,000 

300,000 

500,000 

350,000 

36 


34 

34 

30 


3 years 

3 years 

3 years 

3 years 

3 years 

3 years 

S801 

$478 

US$395 list 

$427 

USS580list 

$493 

1-800-262-9867 

1-800-624-5545 

1.800-624-5545 




(4081432-1700 

1406) 894-4000 

14081 894-4000 

(4081 438-6550 

(408) 438-6550 

(7141 932-6005 

www.maxtor.com 

www.qu8ntum.com 

www.quantum.com 

www.sesqate.com 

www.seagate.com 

www.wflc.com 


hnpjMwvf ccwrmg i 


Way 1997 CANADIAN COMPUTER WHOLESALER 47 


LAB TEST 




I 


Performance 

Seagate ST36450A 
Fujitsu MFA3052AT 

Our performance award goes lo ihe fastest overall drives in 
die survey. Usually this award is given to one product, but this 
month we must hand out two because of what the numbers 
tell us. Our two fastest performing drives were the Seagate 
ST36450Aand the Fujitsu MPA3052AT- Both of these drives 
scored extremely well in many of the tested categories. 

The Fujitsu MPA3052Ar is a high-performance drive w-iih a 
capacity of 5,2GB. It managed to score extremely well on our 
benchmarks, taking ti^ spot in a number of categories. Tlie 
drive uses the new ATA-3 interface, has a spindle rate of 5,400 
RPM, and an average access lime of 10 ms. The list price on 
diis new model from fnijilsu is $650. Overall it's an excellent 
drive, and should definitely be considered if you're looking for 
a unit with plenty of storage and excellent performance. 

The Seagate Medalist Pro ST36450A is one of Seagate's 
latest creations. This 6.4GB drive managed to surpri.se us 
in a number of ways. First of all, all of that capacity is 
squeezed into a 3.5-inch form factor. Second, it achieved 
some of the best results on our benchmarks in various cat- 
egories. It has very high transfer rales and low access 
times, making it the definite choice for someone looking for 
pure raw performance. The drive uses the ATA-3 interface. 


has a huge 512KB buffer, a spindle rate of 5,400 RPM and an aver- 
age access lime of 1 1 ms. List price was $580. Street prices on both the 
Seagate and Fujitsu drives weren't available at press time. With a 
acoustic noise level of only 30 dBA. the Seagate drive was the quietest 
drive in this survey. Seagate has many precious years of experience 
when it come,s to manufacturing hard drives, and this Medalist Pro is a 
testament to that 

Overall 

Western Digitat AC3-4000L 

If you want a drive that has a bit of everything, get the Western 
Digital Caviar AC34000L. This new 4GB drive is one that we would 
undoubtedly recommend for someone looking for both performance 
and value. The drive's unique size of 4GB is another plus. If you feel 
that 3.1GB is not quite enough, and that a 5GB drive or larger is 
overkill. Western Digital designed this drive with you in mind. 

Once again, this drive obtained some of the best scores on our 
benchmark suite. Using a large 256KB onboard buffer, a low access 
time of 1 1 ms and a spindle rate of 5.200 RPM, this drive will have 
no trouble .shuflling your data from sector to sector. It ha.s an average 
street price of $493, giving it a merel2.3 cenLs per megabyte usage 
cost. An excellent drive you won't want to overlook. 

Steve Halinda. Tim Bingham-Wailis and Jazz Bhooi are Canadian 
Computer Whoiesaler's Lab Test Editors. The\ can be reached at 
1416)535-8404. 


TOMKEN MICROCOMPUTER SYSTEMS INC. 


COMPUTER PRODUCTS DISTRIBUTER 
UNIT #9, 991 MATHESON BLVD., 

EAST MISSISSAUGA, ONTARIO L4W 2V3 


TEL: (905} 625-9889 
(905} 625-3302 
FAX: (905) 625-7280 



Cases & Power supplies 
Cables & Accessories 
Keyboards & Mouses 
Mainboard & Controller 
Speakers & Sound Cards 


CPU & Memories 
Monitors & Printers 
FDD, HDD, CD-ROM & Tapes 
CPU Coolers & Joysticks 
Faxmodems & Network cards 
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Panasonic 


5'-2i 



Available at; 


Check dur 

! WEB PAC3E AT; HTTP//WWW. C □ MTEXM 1 C R D . C O M 



/^5il ^ ',Kii.-.||ia< 

^ COMTEX MICRO SYSTEM 

IMC 


PENTIUM' 2 

SYSTEM Head Office #100-I37S1 Ma>fieldPlaL-e, Richmond. 

British Columbia. Canada V6V 2G9 



... 

Tel: <604)273-8088 Fax: 16041 278-2818 


Alhena. Canada T1Y5Z7 

Tel: (403> 250-3386 Fax: (403) 350-8092 


ASIASCAPE 



Fujitsu intros systems for mobile PC users at Comdex/japan 

Fujitsu Ltd- used the recent Comdex/Japan modem. 7.2-inch liquid crystal display and a 
exhibition to show two new computers for slot for PCMCIA Type 11 cards. The .second 
mobile users. The “Debut" is a new new product on display, which is us- 

noiebook-style computer that fea- ■ |||'T'^| I unnamed, was a new personal 
tures a fully rotatable display and a p U 1 1 1 d'e'ltil a.ssi.stanl (PDA) that has a 

V PDA from the company inie- ' space for a cellular telephone ir 


grates a cellular telephone into the case for 
wireless use. 

The Debut 700 grams and is designed to 
slip easily into a case or bag. said a Fujitsu 
representative at the show. It features a 486- 
equivalent processor, internal 28.8Kbps 


cose. The phone lies in a docking slot and is 
enclosed within the unit so the u.ser has, in 
effect, a PDA with built-in cellular telephone. 
This means all sorts of mobile data applica- 
tions can be run from the unit without the need 
for a separate phone and connecting cable. 


Police detain youths over Tamagocchi theft Apple shuts down Singapore design centre 


The craze over Bandai's Tamagocchi electronic pet has ele- 
vated the game into the same category as Nike "AirMax" 
sports shoes among Japanese youth. 

Police reported the recent detaining of four high school 
boys for the theft of a Tamagocchi from a fellow student. The game, a 
small key-chain type, involves the raising of an electronic chicken from 
chick to old age. The chick reaches old age if given a good life and fed 
regularly. Owners must also play with and clean up after the chick if 
they want to prevent it dying. 

Impossible to buy in shops, street prices of fhmagocchi have rock- 
eted to 20 or 30 limes the retail price of just under 2.000 yen (US$I6.60)- 







The financial crisis at Apple 
Computer Inc. spilled over to 
Singapore recently with the com- 
pany deciding to pull the 
shutters down on its ^ 
design center and lay off 101 of ius 
974 employees in the island state. 

Set up in 1993, the Apple 
Design Center-Singapore was 
involved in research and develop- 
ment work on technologies such 
as speech recognition and pen- 
based input devices for Asian lan- 
guages. It also carried out work 
relating to printed circuit board 
layout, analog and digital circuits 
and design validation. 

With the closure of ADCS, 
its director. Dr Louis Woo. is off 
the payroll as well. “The closure 
is the direct result of Apple's con- 
solidation of R&D hardware 
design at the company’s head- 
quarters in Cupertino," Woo said 
in a matter-of-fact way. He said 
no decision had been made on 


further development of software 
for the Asian market formerly 
conducted by the center. 

Teck Cheong. meanwhile, 
said the layoffs affected three 
groups of employees, namely the 
manufacturing, R&D and support 
divisions. Apple, however, has 
decided to retain its display 
design team, which will continue 
to be involved in the monitor 
manufacturing operations. The 
learn will play an enhanced role 
in the company’s partnership with 
ST Electronics Systems 
Assembly, which last year was 
granted the right to build high- 
end Apple-designed monitors. 

PeterTan. managing director 
of Apple Computer, Singapore, 
said: ‘The restructuring here is in 
line with the recent moves by the 
headquarters to implement a more 
streamlined organization to return 
the company to sustainable prof- 
itability." 


Dell Computers targets Thailand market 

Dell Computers CEO Michael Dell visited Bangkok Iasi week to shake 
up the competition in Thailand, Dell’s newest market in the Asia 
Pacific region. 

According to Peter Sykes. Thailand manager, the company has 
had a good start with sales to a number of multinational companies. 

Dell sells direct in 1 1 countries in the region; Hong Kong. Macau. 
Japan, Singapore. Malaysia. Taiwan, Thailand. Korea, Brunei, 
Australia and New Zealand. All orders from the region are processed in 
its manufacturing facility in Penang, Malaysia. 

According to Dataquesi, Dell held 10th place for market share in 
the Asia-Pacific region in Q4 ‘96. Revenues in this region, including 
Japan, grew 60 per cent in that quarter, as compared to the same quar- 
ter in 1995. Sales in 1996 sales reached US$476 million. 

Dell recently announced they would start manufacturing worksta- 
tions, and should be available In Asia this summer, said Dawn KIciman. 
Asia-Pacific director of corporate communications. D* 
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BUSINESS BASICS 


Choose Youp Advisors With Care 

mere are indisputable benefits to consulting the 'experts' in certain situations. However: whom you turn 
to for nelp can be critically important Exert caution, when choosing your source of professional advice. 


hy Douglax Gray 

As a reseller, you have a 
lot of hats to wciir. but 
you can only wear so 
many hats well. 

You need to rely on 
objective and expert pro- 
fessional advice to com- 
pensate for arcus that are 
outside your comfort zone or knowledge. But 
how do you find the best advisors in the first 
place? And if you already have advisors, how 
do you check to make sure that they are the 
right ones for your needs? A lot of business 
owners simply stay with the same people out 
of habit- This can be hazardous to your busi- 
ness health. 

Because of the costs assiKiated with hiring 
a lawyer, accountant, or financial planner, some 
people are inclined to try the do-it-yourself 
approach. This can be a short-sighted decision 
and detrimental to your interests. For instance, 
lack of professional tax and estate planning 
could result in a lot more tax being paid during 
your lifetime and on your death, than was other- 
wise ncce.ssary. Or a person who signs a lease or 
contract without having it reviewed befoichand 
by a lawyer may regret it for years to tome. 

The right mix of professional advisors 
will inspire confidence, enhance your peace of 
mind, reduce taxable income and protect your 
legal and financial health. The wrong selection 
will be costly in terms of lime, money, and 
stress. There is enough stress operating a busi- 
ness. You don't need the extra aggravation. 

Here arc some benchmarks for evaluat- 
ing your existing or potential future advisors. 

Qualifications 

Before you entrust an advisor with your 
affairs, you will want to know that he or she 
has the appropriate qualifications to do the 
job. This may include a lawycr'.s or accoun- 
tant's professional degree, or if a financial 
planner, professional training accreditation 
and experience relative to their professed area 
of expertise. Lawyers have to he accredited to 
practice law, but anyone can call iheni.selves 
an accountant or financial planner. 

When selecting a professional accoun- 
tant. look for a Chartered Accountant (CA) or 
Certified General Accountant ICGA) designa- 
tion. A financial planner .should have Certified 
Financial Planner (CFP) or registered 
Financial Planner (RFP) designation or both. 


Experience 

It is very important to take a look at the advi- 
sor's experience in the area in which you 
need assistance. Such factors as the degree nf 
expertise, the number of years' experience as 
an advisor, and percentage of lime spent prac- 
tising in that area are critically important. 

Compatible Personality 

If you are going to have an on-going relation- 
ship with the advisor, it is imponanl that you 
feel comfortable widi that relationship in terms 
of the degree of communication, the altitude, 
the approach, the candour, and commitment to 
meet your needs. A healthy respect and rapport 
will increase your comfort level when dis- 
cussing your needs, and thereby enhance fur- 
ther understanding of the issues. If you don't 
feel that there is the degree of good chemistry 
that you want, don't continue the relationship. 

If you don't relate well to someone, it is only 
human nature to resist contacting them. That 
could compromise your best interests. 

Objectivity 

This is an essential quality for a professional 
advisor. If advice is tainted in any way by 
bias or personal financial benefit, obviously it 
would be unreliable and self-serving. That is 
why you want to gel a minimum of three 
opinions on your personal situation in terms 
of advice, before carefully deciding which 
professional to select. 

Lawyers and professional accountants 
(CAs. CGAs) cannot obtain any direct or indi- 
rect cxillateral benefit from advising you. as it 
would be a conflict of interest. Tliey also have 
professional lit^ility insurance coverage in the 
event they give you bad advice. However, when 
dealing with a fintincial planner, it is a dill'ereni 
situation. Some offer fee-only services and 
receive no other benefit from their advice, and 
confimi this in writing. Others obtain a fee as 
well as commissions from die products they 
recommend or sell to you. This could potential- 
ly influence the nature of their advice. 

Ask a financial planner if they have pro- 
fessional liability insurance coverage and if 
not, why not. if they arc covered, have that 
fact and the amount confirmed in writing. 

Trust 

Trust is a vital trait in the person you select to 
advise you. Whether the person is a lawyer. 
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accountant or financial planner, if you don't 
intuitively trust the advice as being solely in 
your best interests, never use that advisor 
again. You cannot risk the chance that advice 
is governed primarily fay the financial self- 
interest of the advisor, with your interests as a 
secondary consideration. 

Comparison 

It is a good rule of thumb to .see a minimum 
of three business advisors before deciding 
which advisor is right for you. You need that 
qualitative comparLson to know which one. if 
any. of the three, you want to rely on. Seeing 
how they each respond to your questions will 
be a good reference point. The more exacting 
you are in your selection criteria the more 
likely it will he that a good match is made, 
and the more beneficial that advisor will be 
for you. Write down your questions before 
your meeting so you don't forget, and priori- 
tize them in case you run out of lime. The ini- 
tial meeting with any advisor is usually free. 
Ask in advance. 

When going through the process of select- 
ing an advisor, you can get prospective names 
from friend-s who have a iru.sied advisor, from 
the Yellow Pages, and from professional asso- 
ciations in your province. For example, consult 
the Lawyer Referral Service operated by the 
Law Society or Bar Association, Institute of 
Chartered Accountants. Certified General 
Accountants Association and Canadian 
A-ssociation of Financial Planners (CAFP). 
Contact CAFP at their national toll-free num- 
ber of 1-800-346-2237. You will be sent a 
copy of the members in your province, with 
their background, and whether they offer ser- 
vices in the fee-only, fee-pius-commission or 
commission-only formal. You will also 
receive a booklet on selection criteria. OT 

Douglas Cray, LL.B. has bad extensive 
e.vpenence as a lawyer specializing in 
small business. He is also a speaker and 
author of 15 hesl-selliiig bu.siness books, 
as well os an investment .software pro- 
gram. His books include The Complete 
Canadian Small Business Guide and 
Raising Money {both published hy 
McGraw-Hill Ryerson), and Start and Run 
a Profitable Consiilllng Bu.siness and 
Marketing Your Product Ihnih published 
by Self-Counsel Press). 

CANADIAN COMPUTER WHOLESALER 51 



trap /Xwvw ccwrnag t 


MARKET OUTLOOK 


Tech Stocks Are Down 

But the future is still bright for the technology sector. 


hv Tluimus Klein 

The Uown-lrend lhat 
Niarted wiih technology 
slocks ai the end of 
January has carried 
through to the rest of the 
market with the Dow 
Jones and Toronto stock 
exchanges down between 
eight to 10 per cent. Tlic technology sector 
followed the markets lower with many com- 
panies shares lower 10 to 40 per cent, or more. 

It is important for investors and resellers to 
remain realistic. When the technology sector ral- 
lies in new highs — do not gel overly optimistic, 
and when it falls shiirply — all is not doom and 
gloom. The fact is that capital markets fluctuate 
for short-term reasons and it is far more impor- 
tant to kxik at the longer-lenn trends. 

In the short term, the slock market is wor- 
ried about rising U.S. interest rales, a stronger 
economy wilh signs of inllalion due to 
increased wage pre.ssure. It is important to noie 
that with the strength in the U.S. economy, retail 
and corporate sales are kxiking very strong. 
This may be negative for the market but it is 
great news for resellers. In fact CompUSA Inc. 
staled that sales for the Ihird quarter ending in 
March rose 19 percent to USSI.27 billion from 
U.SS1.07 a year earlier. It was interesting that 
corporate sales outpaced consumer sales. This 
was an encouraging sign and many retailers 
were coming off a disappointing previous quar- 
ter. This U.S. trend should spill over to the 
Canadian market in the months ahead. 

Another development in the market that 
affects some reseliers is the weakness of the 
Canadian dollar. The Canadian dollar has fall- 
en below 72 cents and appears to be headed 
lower. For exports this is very positive 
because it makes our products cheaper. 
However if you arc importing foreign compo- 
nents or products this will increase your costs. 
Resellers lhai have significant exposure to the 
Canadian dollar should look al implementing 


a hedging strategy. In working with a financial 
advisor any company nr individual can protect 
lhemselve.s from currency fluctuations. 

Networking 

There's been lots of news in the networking 
industry about mergers and consolidations. A 
merger between 3Com and U.S. Robotics 
spurred a ctimpleie review of the sector by Wall 
Street analysts. Uncertainty in the sector look its 
toll on Cistx) Systems and the stock has fallen 
below USS.^l) after petiking above USS75. 
Analysts are worried that competitors will chip 
away at Cisco’s leading market share. To add 
insult to injury, a report surfaced that most ISPs 
will be delaying major equipment upgrades in 
order to improve their bottom line in the short 
term which caused the entire networking sector 
to sell off. It appears that investors arc overre- 
acting to any slowdown in the need for network- 
ing equipment. The sell-off has been over done 
and it appears to be a great opportunity for more 
aggressive investors to enter the market. For the 
faint of heart, wait until you see pntnounced pos- 
itive momentum. In die long run slick with qual- 
ity names and you will be rewarded. 

For resellers. 1 think that the picture is much 
brighter than the stock market is portraying al the 
moment. Strong axinomic growth may not be 
good for the market because it raises inflation 
fears; however, it is very positive for the technol- 
ogy industry because it increases demand. 

Hardware 

A dramatic shift, is that IBM no longer sets the 
tone for the entire technology sector. IBM is 
still an important player in the market, but a 
downgrade in IBM docs not move the sector 
like it did in the past. IBM was downgraded 
from a Buy to a Hold By a number of analysts 
last month and under ordinary circumstances 
most technology slocks would sell olT in sym- 
pathy. this has not happened of late. 

The market now looks at companies like 
Intel and Microsoft for a better indication of 


the sector. Is this a sign that the technology 
sector will start trading with more under- 
standing and less volatility'.’ Don't count on 
it. but it is a small step in the right direction. 

The big rumor on the street is that Larry 
Ellison of Oracle mighi be looking at taking 
over Apple. Apple'sshares have rallied 11 per 
cent based on that speculation. Stay tuned for 
further developments. 

Chips 

Intel slock price has weakened from a Itigh of 
USSI65 to the mid-USSI.30s amid concerns 
of increased competition from Advanced 
Micro and market jitters, I think that these 
fears have been exaggerated and that this 
price weakness is another buying opportunity. 
Sales of computers with MMX microproces- 
sors are stronger than expected. 

Motorola's stock has been slumping late- 
ly but never count a quality player out. Just as 
some analysts were about to sing the blues. 
Motorola turns around and announces a 
USS3 billion cellular contract in Japan. The 
slock rallied, to close back up over $6(). The 
lesson to be leami for investors and resellers is 
that brand-name companies may have a year 
or quarter where they fall behind or underper- 
form but they always seem to rise to the top. 

Software 

Microsoft was not hurt to the same degree as 
most of the other technology stocks even with 
the announced delay for the launch of 
Windows 97. Microsoft is a powerhouse hut 
there might be signs of a few areas of weak- 
ness. Java technology is gaining momentum 
and there seems to be concerns about ActiveX. 
Netscape is not buckling under pressure from 
Imemei Explorer and the possible strengthen- 
ing of Apple if it is laken over will all con- 
tribute to eroding Microsoft's upward momen- 
tum. I would watch Microsoft closely and wait 
for lower prices before investing. 

Oracle has W'eathered the conecdon wilh 
relative strength. Watch for a bounce in the share 
price as analysts have come out with recent Buy 
ratings on the slock. Although Ellison has shown 
interest in Apple he has stated that he will not 
directly involve Oracle into the venture. tM 

Thomas Klein is an inve.ilinenl executive with 
ScoiiuMcleod ami cun he reached at 
htrp:/Av>^'»:H'ebhaven.riini/nioney. 



Company Name 

Year Low USS 

Year KIqIi USS 

March Average USS I 

41NTCW 

INTEL CP WS 

26-75 

125.38 

108.50 

NMOT 

MOTOROLA INC 

44,12 

69.75 

61.00 

NIBM 

INTL BUSINESS MACH 

69.12 

170.12 

133.25 

4AAPL 

APPLE COMPUTER LTD 

15.12 

28.88 

19-50 

4CSC0 

CISCO SYSTEMS INC 

43.75 

75.75 

54-50 

NNN 

NEWBRIDGE NETWORKS C 

20.25 

37,12 

29.75 

4MSF 

MICROSOFT CP 

49.88 

103.50 

97.25 
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BOOK REVIEW 


Upgrading and 
Repairing PCs 



by Stephen Ibaraki 


Are your cuslomcrs concerned about the high cost of new computer 
purchases and want to upgrade existing computer systems? Do you 
sell to “do-it-yourself' consumers? Well, look no further. Upgrading 
and Repairing PCs is the complete hardware reference and upgrade 
guide for resellers, consultants, and knowledgeable end-users. 

This 1,433-puge book includes seven comprehensive sections. 
Numerous diagrams, charts, and tables illustrate major points and 
detail hard-Kvfind information. This is for people who want to 
upgrade, repair, maintain, and understand the technical intricacies of 
PC-compatible computer systems. The book covers the components 
found in the oldest eight-bit machines to the latest high-end 64-bil 
workstations. An enclosed CD-ROM disk contains WinStonc 97 and 
WinBench 97. PC benchmark soflwtue from Ziff-Davis. Be fore- 
warned! For full installation, your customers will need more than 
278MB of free disk space. 

Included within the introduction arc chapters covering PC histo- 
ry, overview of features and components. The tutorial on system tear- 
down and inspection is excellent. 

The chapter: "Primary System Components," follows with an 
extensive description of motherboards. The chapter on bus structures 
and lO cards illustrates ISA. EISA, MCA. PCI. VESA, and PCMCIA. 

“Microprocessor Types and Specifications" is very cxten.sive. The 
chapters on “Memory." and "The Power Supply," are informative and 

Part HI. "Inpui/Output Hardware." covers input devices, video, 
communications and networking, and sound hardware- Part IV, "Mas.' 
Storage Systems," thoroughly descrihes drive interfaces, disk drives, 
tape devices and other storage systems. 

If end-users want to build their own system — Pan V. "Sy.siein 
Assembly and Maintenance." illustrates all the essential issues. 
Contained in Part VI, “Troubleshooting and Diagnostics." is a discus- 
sion of diagnostic software and error codes. 

The three appendixes containing a technical reference, vendor 
list, and glossary, easily justify the book price. The sheer volume of 
information is outstanding. The technical reference includes every- 
thing but the kitchen sink, from extended ASCII keycodes and 
IRQ/DMA summaries to modem/printer control codes and hard disk 
installation specifications. The vendor list is especially useful with its 
addresses, telephone numbers, fax information, and Internet Web data. 
Eoch listing also includes a description of the products and services the 
organization provides. This Is particularly useful when researching 
computer gear. 

If yourcu.stomer wants a beginner's guide to computing, then this 
book is not recommended. But if your customer has computing expe- 
rience and wants the most comprehensive and rcudahlc PC support ref- 
erence available, then Upgrading and Repairing PCs. is the best. 

T&ke notice: A customer looking for the newest and latest will r 


find it in thi.s hook. Upgrading and Repairing PCs. rcfiecls the mar- 
ket-place as of early- to mid- 1996. For example, there is no in-depth 
discussion of Intel's MMX technology or AMD’s K6 processors. 

Fur the reseller, consultant, sophisticated end-user, or siudeni. 
this hook is a "musl-have.” I highly recommend it as a great addition 
to anyone's PC tool-kit. HU 

Stephen Ibaraki. ISP, is a lecturer, writer and advisor and also co- 
convenor for the BADM Computing Pivgram at CapUano College. He 
is Novell/Microsofl-certiped, and can he reached at sibaraki^ 
capcollege.bc.ca. 


SAVE UP TO 50% 

ON BRAND NAME COMPUTER PRODUCTS 


6ARE60NE Systems * Blank disks/tapes 
CD-ROM Drives • Faxmodems • Joysticks • Keyboards • Mice 
Networking Cards & Hubs • PCMCIA & Mobile Computing 
Scanners • SCSI Controllers • Sound Cards 
Speakers & Microphones 'Tape Drives 
Trackballs ‘Video Cards 


Distributor of Manufacturers’ 
Overstocks & OEM Product 


□1 


LOGIC BOX DISTRIBUTION 

http:/www.logicbox.com 

Toll Free: 1888) 744-8312 / Tel: (905) 405-1 541 

Fax: (905) 405-1759 

Email: U)sales@logicbox.com 


Call to be added to our free faxed or emailed 
dealer hot sheet sent weekly! 
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NDUSTRY PERSPECTIVES 


Col 


Dissecting The Lite Client 


Few can agree on what to call it, even fewer agree on its value. 


Lite client. 

Thin client. 

'Net surfer. 

Network computer. 
Internet appliance. 
$500 PC. 

K CaJl it what you will, but 
there is no denying that 
this technology is receiv- 
ing considerable atten- 
tion as a low-cost device 
that could potentially 
connect to the Internet, 
providing new types of 
functionality to computer user^. 

The concept behind the Lice Client — 
what Compaq prefers to call it — relics on the 
Internet or browser technology as the focal 
point for software integration and leverages 
the network and servers in the network for 
content, processing and storage. 

The Lite Client has potential application 
for both the public Internet and on an internal, 
Internet technology-based network or 
intranet. At its core, the Lite Client is pro- 
posed to typically differ from the traditional 
PC in the following ways; there is no hard 
drive: local storage is optional or is used for 
caching; there is no CD-ROM; there is very 
little RAM; the basic processor has 
minimum-level audio and video capability: 
the operating system does not support the 
existing base of Windows applications: and 
street price is less than Sl.tXK). 

With those characteristics, there are 
some pitfalls. But there are also some poten- 
tially attractive benefits, including improved 
ease-of-use. reduced costs of ownership, and 
simplified management. 

The industry-standard PC has clearly 
become easier to use recently, but there is cer- 
tainly room for improvement. The Lite Client 
has the potential to represent a further step hy 
the industry to bring greater ease of use to the 


The US$500 price tag is important, but 
the total cost of ownership associated with 
this technology is a more important consider- 
ation that is often ignored by some propo- 
nents of Lite Clients. Some analysis indicates 
that if the costs of the network and server 
upgrades required to run a Lite Client arc 
added in, some of the Lite Clients proposed 
may have a higher cost per seat than effec- 
tively networked PCs. Industry efforts in sup- 
port of the Lite Client should be focused on 
reducing not only the initial cost, but also the 
ongoing costs of administration, mainte- 
nance. training and support of the user. 

Because the network and servers in the 
network would play a bigger role in the appli- 
cations and content of the Lite Client, there is 
the potential to simplify the management of 
the client desktop by putting strong manage- 
ment tools at the server. This also provides 
flexibility by leveraging the Intemet/intranet 
as a software distribution channel. 

These are indeed attractive concepts that 
will be achieved both by evolving current PC 
pnxiucts and by developing new paradigm 
products. That said, rather than viewing the 
Lite Client as a single device, the Lite Client 
should be seen as having the potential to 
evolve differently for different market seg- 
ments. such as government, commercial and 
consumer. Generally, it is conceivable that 
the Lite Client concept could result in four 
categories of clients; 

Smart Terminal Devices — This is a termi- 
nal device with IcKtal intelligence and which 
may also include a fair amount of built-in 
cache, but it accesses the server; 
Focuscd-Fiinction PCs — This low-power 
486. minimal memory, small disk, is designed 
to run an Internet browser on top of DOS. or 
Windows, or potentially “Windows Lite;" 
Internet-specific Devices — They're 
designed for Internet use only. Both Oracle 
and Sun have proposed devices of this sort. 
These "new paradigm" device.s would run a 
new operating sy.stem (such as Java and 
would likely run a new class of applications 
built for that operating system: and. 

Internet Enabled Mobile Companions — 
These mobile Lite Clients would embrace the 
standards of both the Internet and the I’C. 
Mobile devices will take the shape of multi- 
ple form factors and be dynamically conllg- 


urablc from the PC connected to the Internet. 

These devices may create new opportu- 
nities that will add to the overall PC market 
and are not replacements for the traditional 
PC. There are three specific types of users 
with needs that will determine the choice 
between each of these devices and the tradi- 
tional PC: 

Knowledge Worker — needs a wide variety 
of applications and requires flexibility and 
power. This user will stay with the traditional 
PC; 

Productivity Worker — uses or could use 
only a handful of general productivity appli- 
cations. Many of these workers currently do 
not have PCs. so this represents a growth 
opportunity in the information proce.ssing 
market-place. Some portion of these users 
may be able to make the transition from a tra- 
ditional PC to a smart terminal device or 
Internet-specific device; 

Task-Specific Worker — Uses one or two 
specific specialized applications, such as a 
motor vehicle registration system. If this user 
has access to a computer, it is likely a termi- 
nal running off a large-scale mainframe. This 
user will be able to migrate to a focused-func- 
tion PC or a smart terminal device. This also 
would represent a new market for PC tech- 
nology. 

When all of these users are travelling or 
are in situations that require a handheld 
device, frequent use of the Internet-enabled 
Mobile Companion as an adjunct to station- 
ary devices i.s probable. In these scenarios, 
there is little doubt that there is some poten- 
tial for the Lite Client to increase ease-of-use, 
lower costs and simplify managemeni. 

That said. I believe a significant majori- 
ty of traditional users will continue to favor a 
fully functional PC that allows them to create 
and save documents and drawings, manage 
databases and cruise the Internet. There is lit- 
tle doubt that smart terminals and focused- 
function PCs represent new opportunities for 
our industry and. most importantly, for our 
customers, but the full extent of this opportu- 
nity will not be realized for some time to 
come. IW 

Ralph Hyall is manager, pmtiiicl marketing, 
for Richmond Hill. Onl.-ha.wd Compuij 
Canada Inc. 


54 CANADIAN COMPUTER WHOLESALER May 1997 wipavwwccwttmjk 



Put The 
To Work 

by Hugh Black 


With the vast amount of 
infonnaiion available 
today on the World Wide 
Web. ir.s becoming a 
^ ■ business necessity to cre- 
i~ ate an on-line presence. 

Consider the num- 
■' bers. Of the 220 million 

people over the age of 16 
in Canada and the United States, 23 per cent 
are using the Internet and 17 per cent are on 
the World Wide Web, A noteworthy 73 per 
cent of Web users spend some time searching 
for information about products and services. 
And .S.6 million people — or 15 per cent — 
have purchased on-line. 

These statistics, from the Spring ’97 
release of the CommerceNet/Nielsen Media 
Demographic and Electronic Commerce 
Study, should be enough to put resellers on 
alert as to the need for an on-line presence. 
Thitt's particularly true because the numbers 
represent the consumer market; Internet use 
atnong the IT community is probably higher. 
Therefore, it's important to evaluate some 
form of Web presence in order to cash in on 
potential business and to remain competitive. 

The Promise 

Resellers with a Web site of their own have a 
unique opportunity to interact with cus- 
tomers. vendors and partners alike. Not only 
does a Web site make your business acce.ssi- 
ble 24-hour.s-a-day. seven-days-a-week. but 
it's also the perfect medium to provide cus- 
tomers with regular product updates und 
indu.stry news, for example. 

Customer Service 

A Web site is also a good place to help cus- 
tomers better understand how new technolo- 
gy fiLs into their line of business. A reseller 
that focuses on the healthcare industry, for 
instance, can post information about a new 
server announcement and explain to cus- 
tomers the benefits of applying the product to 
a health care environment. By taking infor- 
mation from the vendor and putting it into 
context for the user, a reseller can show the 


value to his or her target audience and guide 
customers through their decision-making 
processes. If you're wondering who your vis- 
itors are. ask them to sign in and then use the 
collected information to send E-mail newslet- 
ters to announce enticing site updates. 

Provide valuable content and keep it 
fresh. This will encourage people to return to 
your site for information updates. If your con- 
tent does not provide value to your target 
audience or is not up-to-date, it will never be 
an effective mode of communication. 

In addition to being a contmunications 
vehicle, your Web site should also offer busi- 
ness value. Ideally, cu.slomers will be able to 
request product information, place orders and 
check inventory at their convenience. If your 
operation is not large enough to maintain 
extensive on-line customer service, at least 
provide an E-mail address and respond to 
queries promptly. 

Build interactivity into your site. The 
Internet enables organizations to not only 
provide information, but also to receive feed- 
back via forms. E-mail or on-line surveys — 
remember, user insight is one of the best 
guides for content development. Provide 
hypertext links to other sites on the Internet 
including vendors, industry associations, 
trade publicutions imd newsgroups. 

Finally, register your site with Internet 
search engines such as AltaVista. Excite and 
Yahoo! to be sure your company receives the 
broadest exposure possible. And don't forget 
to list your URL on all collateral material — 
corporate letterhead, business cards, 
brochures, advertising, annual reports and 
invitations — so customers become familiar 

You can make use of the Web beyond 
your own site. Leverage your relationship 
with vendors to make sure your company and 
contact information are lusted on their sites. 
For example, get yourself on a vendor's on- 
line list of resellers or have customers refer- 
ence your company on their Web sites. 

Resellers also can use E-mail to commu- 
nicate with customers. Brief and informative 
E-mail newsletters, sent to subscribers at reg- 


ular intervals, are a good way to inform your 
audience about industry trends, product 
announcements, customer testimonials, man- 
agement changes, serx'ice and support activi- 
ty, pricing changes, vendor updates and new 
partnerships. 

For resellers with their own Web site. 
E-mail newsletters provide an ideal opportu- 
nity to drive traffic back to the site. OT 

Hugh Black is a senior consuUanl in the 
iccimology communications practice lU 
National Public Relations in Toronto. He is 
liblack^loronlo.naliunalpr.com. 


ONLINE 

TRADIN 


No Minimum Orders. 
Distributors of computer 
overstocks, liquidations, 
closeouts, OEMs. 

UNBELIEVABLY BELOW 
MARKET PRICING!!! 


• NETWORKING 

• MULTIMEDIA • CD-ROMS 

• PRINTERS • PCMCIA 

• NOTEBOOKS • SCSI 

• SCANNERS • KEYBOARDS 

• MICE • SYSTEMS • CPU 

I • ACCESSORIES | 

HOT FAX ONLINE 
CATALOGUE ONLINE 

Call lo be adiled lo our hx list or E-mil lisl. 
ISZOMIdwoy Blvd, Unil 17., Mississauga, Onl. L5T2K4 

1 - 888 - 254-5463 

TEL (905) 555-0086 FAX: (905) 565-0087 



nnpyAvwwc 


May 1997 CANADIAN COMPUTER WHOLESALER 55 



TECHNOLOGY 


Remembrance of Things Future 

Significant developments in computer memory will further speed 
the next-generation computers that will hit the market. Keep an eye 
out for the latest in upcoming RAM designs. 


by Alan Zisman 

In columns past, we’ve 
examined how new fea- 
lures in PC design 
promise lo continue lo 
provide users with 
machines ihal will do 
more — not only making 
computing faster, but 
easier- We've looked at Intel’s new family of 
MMX processors, now available, and at 
Universal Serial Bus. Firewire, and the 
Accelerated Graphics Port — all somewhere 
in between promise and reality. 

But none of these advances will work 
without memory — the chips the computer 
uses to remember what it’s 
just done and what it’s 

Many users still gel con- 
fused between storage — 
their hard drive, for example, 
and memory — the comput- 
er’s RAM. Perhaps that's 
because both can be mea- 
sured in megabytes. The dif- 
ference is simple. Imagine 
looking up a recipe in a cook- 
hook. and then trying to cook 
it. The cookbook is like your 
hard drive — information is in long-term stor- 
age. But in order to make dinner, you need to 
read the recipe, and rememher it, at least long 
enough to cook the meal. Your brain, in this 
ca.se. is acting like the computer’s RAM. 
remembering just enough of the recipe to get 
you from the cookbook to the stove. 

And more RAM is always better. In our 
recipe example, more RAM would mean 
being able to remember several of the cook- 
book’s instructions at once, instead of having 
to go back and read each step, one at a time. 


As a result, adding more RAM makes any 
computer run I'a-sier and more etficienily. 

But while our computers sport ever- 
fasier CPUs, the speed of the RAM hasn't 
kept up. The original IBM PC featured an 
Intel 8088 processor, running at a blaxing 
4.77MHz, and came standard with between 
16KB and 64KB of 200 nanosecond (nsec) 
RAM. Your2(X)MHz Pentium processor is 40 
limes faster, and about 400 times as powerful 
as that original processor. And with 16MB or 
more RAM. it’s got I, (XX) times as much 
memory. But that memory is probably run- 
ning at 60 nsec — not even four limes us fast 
as that on the 1981 PC. Designers have had to 
build in a scries of trick.s to 
keep the processor and the 
RAM working togeiher. 

Wait States 

Standard DRAM (Dynamic 
RAM) needs to be refreshed 
— electrically recharged 
with its data. Designers add 
‘wait states’ — periods 
where the CPU siLs idle, 
waiting for the DRAM lo he 
refreshed. Faster RAM 
means fewer wail states. 

RAM Caches 

Most often, CPUs access the same instruc- 
tions over and over again. ("Peel a carrot. 
Slice it. Place in frying pan. Stir. Peel a car- 
rot...") As a re.sult. a little bit of very fast 
RAM can go a long way towards meeting the 
CPU’s needs, letting the CPU access the 
slower main RAM only when something isn't 
in the cache. Typically, modem computers 
have several levels of cache RAM. A tiny bit 
of very fast RAM is built right into the CPU 


itself (much of the performance increase of 
the new MMX CPUs comes from doubling 
the size of this on-board cache). Next, there's 
the so-called Level 2 cache on the mother- 
board — typically 256KB lo 512KB of fast 
but expensive SRAM (Static RAM. which 
doesn’t need to be constantly refreshed). 
Much of the power of the Penliuni-Pro design 
comes from it including the Level 2 cache 
right on the chip. 

Newer And Faster RAM Designs 

Over the past couple of years, old standard 
DRAM was replaced with more efficient Fast 
Page Mode (FPM) RAM. Thai in turn was 
replaced with today's standard — Extended 
Data Out (EDO) RAM. By letting the CPU 
read and write at the same lime tes the refresh 
cycle, this speeds up access and eliminates 
wait slates. But even EDO is reaching its lim- 
its. as processors get faster and faster. 

Replacing EDO is Synchronous DRAM 
(SDRAM); because it cun run in higher 
speed systems, it’s poised lo become the 
new standard for 1997 and ’98. But increas- 
es in processor speed that are already in the 
works limit the potential of SDRAM much 
beyond that. 

Coming right at us is RAMbus DRAM 
(RDRAM). RAMbus is a hot company, with 
a recent, wildly successful slock offering, 
based on owning tbe next generation of 
RAM technology. Early versions of its RAM 
are available in high-end Silicon Graphics 
workstations, and in $300 Ninlendo-64 
game machines, as well a.s on some PC 
graphics cards. 

While more standard RAM communi- 
cates with the CPU in 16-bil or 32-bit pieces, 
RAMbus RAM uses a humble eight-bit inter- 
face. It overcomes this seeming-limitation 



RAM designs 
to watch: 

• DIMMs 

• SDRAM 

• RDRAM 

• UMA 

• NDRAM 
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because the inierface is exiremely fast — cur- 
remly al 250MHz. Speeds of 600MHz have 
been demonsiraled. wiih even fusier versions 
on the horizon. 

To make use of this super-fast memory 
design, motherboard companies will need to 
license the custom RAMbus Channel — the 
special chip set that allows the CPU to inter- 
act with the RAM. CPU giant Intel has 
thrown iLs support behind RAMbus, The two 
companies have announced plans to cooper- 
ate to design the next generation, being called 
nDRAM. They're hoping to reach speeds up 
to 1.6GB/sec. by 1999. just in time for Intel’s 
64-hit P7 Merced processor. 

Until that becomes reality, there are 
other shifts in how RAM is being sold. The 
386 and many 486-generation computers typ- 
ically used so-called .30-pin SIMMs. These 
were eight-bit pieces (ironically, like the 
futuristic RDRAM), and had to he added in 
pairs for 16-bit 386SX buses, and in sets of 
four for 32-bit 386DX and 486 systems. 

Pentium systems, however, use a 64-bil 
memory bus. To use 30-pin SIMMs, users 
would have to in.stal! these eight at a time, 
an impractical arrangement. So virtually all 
such systems were built to use newer, 32-bit 
72-pin SIMMs. The.se could be used singly 
in a 486. or in matched pairs on a Pentium. 
New Pentium and PentiumPro mother- 
boards have, however, adopted an idea from 
recent Macintosh designs, and now include 
slots for 64-bil DIMMs (dual in-line memo- 
ry modules). A single DIMM can replace a 
pair of SIMMs — an advantage as users 
try and cram more and more memory into 
their case. 

But that's not the only Mac design 
showing up on PCs in the near future. 

Currently. PCs end up with RAM in sev- 
eral places. There’s the main system RAM, of 
course. But there’s also RAM on the video 
card — typically 2MB to 4MB worth. There 
muy even be RAM on a wavetable sound 
card, for storing sound samples, cache RAM 
on a high-end disk controller, and other bits 
and pieces around the system. For several 
years. Macintoshes have been designed using 
a Unified Memory Architecture (UMA — a 
simpler design in which the main system 
RAM is shared around as needed.) 

When RAM was expensive, this made 
sense. You might have 4MB of RAM on your 
video card, but only be u.sing IMB or so, 
depending on the number of colors and 
screen resolution — the rest of the video 
RAM would be going to waste. Implementing 
UMA could, as a result, lower system prices. 

UMA, however, has been a mixed bene- 
fit. Performance of UMA systems has tended 


to be lower than systems with dedicated 
graphics RAM; this is especially true when 
running al high video resolution and color 
depth, which requires a large amount of 
RAM. Under UMA. this deprives the CPU 
access to a significant amount of RAM. As 
well, constantly deciding how to share the 
system RAM around is just one more task to 
dump onto the CPU. 

Operating systems have to be designed 
to support UMA. This support is not current- 
ly written into either Windows 95 or NT, but 
is expected to show up in future generadons. 
That's because the performance hit associated 
with UMA will become less of an is,sue in the 
future with more powerful CPUs accessing 
large pools of system RAM. As a result, 
expect to sec this becoming a standard feature 
on low-to mid range systems over the next 
few years. 


For now, make sure your systems sup- 
port DIMMs; these will be needed to support 
the large amounts of RAM users will be 
requiring. EDO RAM is on the way out. 
SDRAM will be the standard by late 1997, 
through 1998. After that, look for the results 
of the Intel-RAMbus cooperation to take us 
thrtiugh the turn of the century. 

Avoid Unified Memory Architecture 
models for now — but expect this to 
become common on entry-level systems in 

Now if only I could get that RAM to 
actually make my dinner... Next month — 
making PCs simpler: the Netl^C and the Zero- 
Administration initiative. CDR 

Alan Zisman is u compmer journalist and 
teacher livinfi in Vancouver. He can he 
reached al a_zisman&Lyberslore.ca. 
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In Search Of The Prosumer ^ 


by Graeme Beimell 









n 


: personal computer matures, the 
logical, evolutionary step is the emer- 
gence of more sophislicaleci consumers. 
They're increasingly not Rrsl- or sec- 
e buyers, but older and (hopeful- 
ly) wiser, fifth- or sixth-time buyers. 
These people need more sophisti- 
culcd solutions than the hand-holding 
that beginners demand, and the seasoned consumer is less 
likely to window-shop and more likely to order via mail-order 
or telephone, or at least based on price point. 

“Prtisumer" is, itf course, a term that emerged as profes- 
.sional-quality results started to become available at the high 
end of the coasumer price poinLs. It happened in .stereos, it's 
happening in digital video camcorders and editing deck.s and 
— surprise, surprise - - it's happening with digiuil audio and 
video on computers. 

The serious pros, those who senIT at anything that costs 
less than about SSO.OOO, will continue to point out the limita- 
tions of the prtrsumer-priced products, bul the people willing 
to put up with a bit of cobbling together of bits and pieces, and 
the ineviuible glitches that occur, make up a hungry market 
that is feeding on the true power-centre of Intel and 
Microsoft's I99K plans: digital audio and video. 

Big changes have happened in the camcorder and VCR 
market over the past few months. For one thing. UVD. 
despite its birth pains, is most dd'iniicly here. Another phe- 
nomenon is the way that digital video cameras are catching 
on. As soon as the prices approaches those of analog cam- 
corders (and, with the firsi-gencralion JVC DV camcorder 
already discounted as low as US$1,295, this i.sn't far away), 
the old- wave consumer-class products will be toast. 

Indeed, although Apple's newest PowcrMacs rightfully 
put any of its 1996-era models to shame, it is the Mac clones 
from Motorola, Umax iind Power Compuling that are shaking 
up thal markel. much as Compaq and the second wave of PC 
clones stole ihe thunder from IBM in the late '80s. And. 
despile Apple's woes, the miniscule Mac markel still man- 
ages to lead the way for the next generation of PC "innova- 
tion." Today's better Mac clones deliver exceptional AV per- 
formance lhanks to a fiOMHz bus, dual SCSI buses with AV 
drive.s. built-in DVD and/or Jaz drives and 31X)MHz or faster 
processors. The Mac lias proven strong in multimedia, bul the 
advent of high-performance PC digital video-capture and 
MPEG encoding cards at prosumer-friendly price ptiinls sug- 
gests that the Big Mullimedia PC is coming on strung, too. 
Prosumers are driven by perftirmance and compatibility 
issues, not brand loyally. 

Microsoft and its hardware partners, for their pan. have 
proclaimed the "P<r98 spec," which, among other things, 
specifies a PCl-bascd PC design with a minimum 2(H)MHz 
CPU. 32MB RAM, 2MB hard drive and the other trappings 
that reflect the enonnous potential of hi-fi digital video and 



audio to sell cvcr-faslcr PCs. 

PCs will evolve toward the dual 
independent bus architecture of Pentium II. and 
the Advanced Graphics Port design will give a 
needed boost to drive yel another stage of PC graph- 
ics evolution. 

Part of the first wave of this "wise-buyer" trend is 
Joel Kocher. formerly a vice-president at Dell, and now 
ihe CEO of Power Computing. 

Quoted in a recent MaeWeek. Kocher slated. "It was our 
belief |al Dell] that when customers evolved to Ihe point of 
third-, fourth- and fifth- generation purcha.ses. their criteria for 
making u decision on a vendor change. Seeing, touching, feel- 
ing the computer just wasn't important enough anymore to pay 
the mark-ups asstx;iaied with a traditional retail establishment." 

Kocher maimains that mail order is not an clFective dis- 
tribution channel for the first-time buyer. "But." he notes, ‘the 
number of first-time buyers is shrinking hourly." 

So. what are ihe buying patterns of the fourth- or fifth- 
lime buyer'.' Increasingly, they arc the technology advisors 
for a pool of users. Understanding and catering to the needs 
of these key infiuencers is a trend that has caught the attention 
of forward-thinking vendors both large and small. 

These days, a growing number of progressive compa- 
nies (and not just ones in the computer busines-s) put experts 
on-line to demonstrate the vendor's expertise and knowledge 
and. for want of a belter word, evangelize Iheir specialties. (If 
you aren't familiar with the techniques of technology evan- 
gelism, the book Sellinn the Dream by longtime Apple evan- 
gelist Guy Kawasaki is a good place to start.) 

An increasingly popular strategy is to host (and keep up 
to date) a Frequently Asked Questions Web page. You can ask 
for nothing more than to become the de facto standard for 
information on a prtiduci category that just happens to be your 
company's specialty. If you build it, the prosumers will come. 

Following the appropriate new.sgroups will tell you usu- 
ally even before the official release, as beta-test reports filter 
in. what the caveats and solutions arc. FA(^ will usually list 
recommended system configurations. With a liulc luck, you'll 
build and learn lo deeply know a system based on the accu- 
mulated expertise of dozens of experts. 

Remember, besl-of-brccd products change like the wind. 
Don't gel so attached to a product line that you. too. end up 

The effective evangelist doesn't hang antund in the 
newsgroup areas slamming the compelilion. nor do they act 
as a sales (lack, bul rather as a solution provider. And when 
your company's solutions target Ihe prosumer, you can begin 
with a sale that grows into a long-term relationship. Ih) 

Graeme Beimell is Managing Eiiilor a! The Compuler Paper, 
and is a former ampuler reseller. Based in Vancouver, he can 
he reached a! gmeme@lcp.ca. 
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Canadian Computer Wholesaler Announces 

CCWTEST LAB: the only Canadian test facility 

that generates monthly reports about computer equipment for the 
Canadian marketplace. If you want your product independently 
reviewed and the results delivered to resellers across Canada, you 
have one, and only one, choice - CCW TEST LAB. 


^t«a.*i*«Compuicr 

Wholesaler 


Eastern Office; 416-535-8404 
Western Office; 604-608-2688 
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NEW PRODUCTS 


Hewlett-Packard launches color multifunction device 


neui 

PRODUnS 

Calgary's Image Club Graphics 
releases new CD-ROMs 

Recent product releases I'rom Calgary-based 
Image Club Graphics, a division of Adobe 
Systems Inc., include the Urban Colors CD- 
ROM. "a collcelion of hand-illuslraled art 
that captures life in the '90s and living in 
urban centers. Forty-five unique illustrations 
present images from people and relation- 
.ships. to still-life and night-life." said the 
company. 

Tbe Urban Colors title is the first in a 
CD-ROM series of prestige, 'custom' illustra- 
tions fur computer publishing professionals. 
The disk, available for Mac and Windows 
users is priced at $149.95. 

Visit http://www.imageclub.coni. 


Hewlett-Packard (Canada) recently intro- 
duced the HP OfficeJet Pro 1 150C all-in-one 
printer-copier scanner. With a suggested list 
price of $1,646. the OfficeJet Pro II50C is 
aimed at taking the multifunction device mar- 
ket from the world of black and white to 'no 
compromise' full color, according to HP. 

According to Linda Blakely, the OfficeJet 
prixluct manager fur HP Canada. "This is the 
ideal small-business peripheral because it pro- 
vides profe.ssional-quaiity color capabilities in 
an easy-to-use, integrated design. Teamed with 
a PC, the device transforms a small office into 
a highly efficient workplace, with all the func- 
tionality of a laiger corporation." 

The 1 ISOC's key components include an 
integral, high-quality color scanner, with up to 
I.2(X1 dpi (interpolated) 24-bit color scanning 
capability, or eight-bit greyscale scanning. 
The ink-jet printer component features high- 
speed black and white or color (up to 8 ppm 
for black text, and 4 ppm for color text and 
graphics). The copying function, which uses 
both the scanning and printing capabilities, 
can copy color documents at speeds up to 
seven copies per minute for monochrome, and 


three copies per minute for color. 

A wide range of supporting software is 
supplied, including ColorSmart color-manage- 
ment software, CopySmart digital copying and 
resizing software. FontSmart font management, 
and ScanSmart scanning controi software. 
Also, 1 25 TrueType fonts, Adobe PhotoDeluxe 
image editing software, and Caere OmniPage 
LE OCR software are bundled with the system. 

The OfficeJet 1 150C comes with a one- 
year Express Exchange Warranty. 


For more information. contact 
http;//www.hp.com or 1-800-387-3867. 




IBM launches NT Communications Server 

In what it claimed was "another major .step to provide enterprise-class 
communications solutions.” IBM has launched Communications 
Server for Windows NT, a multifunction gateway product which pro- 
vides host and Internet access to Windows NT users. “IBM is 
responding to customer demands for more cost-effective, industrial 
strength communications solutions on Windows NT,” said James 
Nei.ser. vice-president of marketing. IBM Networking Software. 
■'IBM Ls committed to providing customers with the most reliable, 
flexible and scaleable communication.s solutions on all tbe platforms 
that suit their business needs." 

Jocelyn Attal. IBM’s worldwide executive and vice-president 
responsible for NT software solutions, said IBM's purpose is not 
to promote NT, but rather to meet the needs of customers who 
wish to use NT in their enterprises and still have access to the 
high-reliability technology that IBM provides for mission critical 
applications. 

"This new version of Communications Server opens up the 
enterprise for Windows NT users. Customers will be impressed with 
its easy installation, stability and eost-effectivc performance, accord- 
ing to James Neiser. vice-president of marketing for IBM networking 
.software. 

IBM's announcement poses a challenge to Intel-ba.sed NT serv- 
er vendors, and to Microsoft itself. The world's several thousand 
largest computing environments are largely based on 'big iron' com- 
puters such as S/390 or AS/400 models. 

These computers run networks that handle many languages, such 
as AIX (a version of UNIX), OS/2. OS/390 and Novell NetWare. 
Instead of the all-Windows approach that MS has promoted. IBM’s 
vision is for a cosmopolitan computing environment, where Microsoft 
is merely one of many operating system players. For more information, 
contact http://www.software.ibm.com. 


60 CANADIAN COMPUTER WHOLESALER May 1997 ntw/AvwKt 




PEOPLE 



Gregory Myers appointed 
new Novell Canada CM 

Gregory Myers has been appoimed vice- 
president and general manager of Novell 
Canada Ltd. 

He replaces Don Chapman, who has 
been promoted to vice-president. North 
American sales and field marketing for 
Novell Inc. 

Myers is well known in the Canadian 
IT industry, after 10 years at NEC 
Technologies Canada, including five years 
as vice-president of sales and marketing. 
In a statement. Myers said: “I am delight- 
ed to join Novell Canada.. .1 look forward 
to meeting and working with our channel 
partners and corporate customers to bring 
Novell’s industry-leading solutions to 
market.” 

Myers' responsibilities include: direct- 
ing day-to-day operations of the company, 
expanding channel partnerships and promot- 
ing Novell's "Everything's Connected” 
vision of a networked world. 

Chapman said, in a statement: "Greg 
has a strong track record in country munage- 
meni and sales leadership. His channel and 
marketing experience will be a great asset to 
Novell Canada." 


3Com Canada announces 
new general manager 

3Com Canada Inc. has a new general man- 
ager — Patrick Guay. He replaces Gus 
Malezis, who according to the company. 

"assumes other growih- 
3Com Canada 
responsibilities as dis- 
trict manager, based in 

Guay spend the 
past year 

director of network con- 

Norihwesi and Canada. 
Previously, as network consulting munuger. 
he spent two years building 3Com's con- 
sulting business in Montreal, Ottawa and 
Edmonton. Before that, he was director of 
professional services in Ottawa, for Control 
Data Systems (Canada) Ltd. 


Informix adds sales director 

Informix Software (Canada) Lid. ha.s named 
Dave Duncan us director of sales. 

He is responsible for managing the 
Canadian sales team, and 
developing a sales plan to 
inerease market share for 
the database technology 
company. 

Prior to joining 
Informix, Duncan spent 
six years as director. 

DavsOiiroi “1*^ marketing for a 

Mississauga. Onl. -based 
PC service organization, and held manage- 
ment positions with a variety of companies 
that specialize in technology, electronics and 
security. 

SCI adds channels director 

Doug Walker, president and CEO of Silicon 
Graphics Canada Lid., has announced the 
appoinimem of James Christopher as 
National Director of Channels. Christopher 
will be responsible for the relationships and 
alliance.s with value-added dealers, systems 
integrators, ISV.s and 
VARs: as well as devel- 
oping and expanding 
Silicon Graphics Canada's 
channel strategy. 

Christopher joins the 
company from Apple 
Canada where he was 
responsible for national 
distributors and Ontario 
direct business resellers. Previous to his eight 
years at Apple. Christopher held various posi- 
tions with Wang Canada. 

Compaq Canada adds 
regional sales manager 

Compaq Canada Inc. has appointed Jerry 
Gagalek as region manager, western 

He will be re.sponsible for the day-to- 
day sales and sales support activities of 
Compaq in western Canada, based tnil of 
Calgary. 

Gagatck first joined the company as an 
account manager in 1987. and has held a 
number of positions with the company over 
that time. 

SDM5 has new CM 

Mark Dunlop, manager of B.C. for SDM.S, 
has been promoted to general manager for 
the company. 

SDMS. a vendor of K>S hardware solu- 
tions, has offices in Richmond. B.C.. 
Mississauga, Om,, and .St. Laurent. Que. 
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Washington 
ConiBCI: Bill Munson 
Call: (905) 602-B510 


E-mail: bmunson@itca.ca 


imrst 

Toronto 
Call: (905) 660-2491 
Fax: (905)660-2492 
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IMnEMtNdNM 

mCoepitwEiMbWai 

Pickering, Ont. 
Call: (905) 726-1095 

Htr 21-22 

cn WORLD *97 
Candat CMfftiflMapbaM 

latagraUaa Shaw 

Toronto 
Call: (416) 449-7229 

E-mail: voicepower@compii5etve,com 
htlpT/www.VDicepower.com 

Hn 27-29 

XPIet iBUcBiflaaal 

Toronlo 
Call; (519) 578-4370 
E-mail: xplonShookup.nel 
hltp://wwwxplor.org 
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Cambridge, Mass. 
Call: (415) 252-8008 
h0p://wvw.pcta-flKOO.com 
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Brampton, Ont. 
Call: (905H50-99S4 
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Atlanta 

Call: (617) 433-1650 
Fax: (617)433-1657 
ntlp://mrw.co(TKjBx.cora 
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Montreal 
Call: (613)233-4888 
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Cuiiulai IMpal 

Taipei, Taiwan 
htlp7/compulextaipei.org 
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Mississauga, Ont. 


Do you hate an upcomno 


eirni mil'll Uh- In 




B-mall: ccw&cp.ca. 



Dav9 Duncan 
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THE LAST WORD 


Col 


It’s All Location, 
Location, Location 


There is u new relail con- 
ccpi heinj! promoiod in 
Richmond. B.C., called 
Computer World at 
Pacific Plaza. 

I hud seen this idea 
before when I visited the 
Gulden Mull in Honii 
Kong, where an entire floor of a mall is 
devoted to computer-related businesses. The 
idea is to clu.stcr a number of vendors under 
one roof to draw traffic. In this case, the 
developers are doing it by selling strata titles 
to the space, starting at about $yO.O(X) for a 
unit. It got me thinking about the importance 
of location for resellers. 

Whether a business is just stoning out, 
expanding or relocating, finding the right 
location is one of their biggest expenses and 
biggest factors to succe.ss. 

Proponents of the Internet claim it 
doesn't matter where your business is. 
because you can sell millions of dollars of 
product from a Weh site wimewhere in cyber- 
space. While this is definitely a growing 
trend, many resellers in Canada still have to 
face the everyday fad that most of their busi- 
ness still comes in the front door. Even if their 
business is coming from a phone line, it is 
often motivated by how close they are to their 

Every major Canadian city has areas 
where computer resellers cluster together. 
Toronto has College St. and Queen St. West 
as well as a big cluster in Markham. 
Vancouver has the Broadway corridor and 
Richmond between Jacombs Road and No. .S 
Road. Calgary has I lih Ave.. near the down- 
town and Macicod Trail near the Chinook 
Centre; Edmonton has a cluster anrund 4()th 
Ave and 99th St.; Winnipeg has two major 
ureas, near Portage Avenue and also St. 
Mary's Road; Ottawa has its Merivale Road 
area. Montreal's computer sector is scattered 
through the downtown core; and Halifax has 
a number of stores in the downtown core and 
at the Burnside Business Park. 

With The Competition 

There are obvious advantages to the cluster- 
ing with other stores. You are often closer to 
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distribution. You can get belter serviced hy 
travelling sales reprcsenlutives who can easi- 
ly hit all the stores in one area. You benefit 
from the combined effects of all your com- 
petitors’ advertising, or feed off of large 
retailers' ads. A non-computer example I 
noticed recently was a high-voiume. heavily 
advertised national mattress store encircled 
by small competitors. Sleep Country Canada 
has a large ad budget and they draw large 
numbers of buyers to their location. A small 
mattress shop competitor pops up beside their 
store, oflering a different selection and dis- 
count prices. A futon store emerges beside 
both of them to gel the consumers who decide 
against a regular mattress. In another 
instance. I saw a small computer store pop up 
beside an Ikea store to leverage off people's 
awareness of this huge retailer and their reg- 
ular pilgrimages to that store. 

Resellers might want to consider loca- 
tions near a Future Shop or Computer City 
store in order to leverage off their marketing, 
but differentiate themselves by oflering prod- 
ucts or services that the larger store docs nou 
or using different price points. 

On Your Own 

Going your own way has its advantages as 
well. By choosing a lixiation in an undcr-scr- 
viced area, a reseller can more closely target 
the needs of a specific community. There are 
sometimes npporlunilies for u higher margin, 
if the community shows a reluctance to trav- 
el for deals. .Some wealthier areas might have 
an aging population, which has more money 
and is less inclined to drive for a few dollars 
savings. Stores in smalt towns in Canada can 
often achieve much higher margin.s. as con- 
sumers have to go a long way to get the big 
city deals. 

Research and Resources 

Here are some ideas for rinding Ihe best place 
to locate your business. 

Talk to the people at your city planning 
department. Many cities have good statistics 
and information on future plans that will 
uffect your future location. Statistics Canada 
is another useful source for information on 
the types of people in an area. Compuseareh 


is another useful resource, although the infor- 
mation is not cheap. It provides comprehen- 
sive demographic reports on specific retail 
locations acros.s Canada. Compare income, 
education level and age gn)ups with your tar- 
get market to rind the best locations. 

The Relail Council of Canada has a Web 
site with some inieresling material on it. The 
organization sells a number of books specific 
to retailing. One 1 noticed that looked good is 
called: Lucalitm. Lucalion. Localion by Ken 
Jones and Jim Simmons. 

Cut Instincts 

One good technique to use is to stand on the 
street, where you plan to locale and count 
people or cars passing by. Walk the area. 
Check out the other limitations of the area, 
such as zoning boundaries that will limit 
growth in the area, or things that stop the flow 
from an area like highways, or no left hand 
turn lanes. Docs the localion have good visi- 
ble access for signs? Can customers walk or 
drive in easily'.’ Cheek on parking availabili- 
ty. Is the access appealing? Ltnik at the kinds 
of stores and types of people frequenting 
them. Cun you imagine your business doing 
well in this area? 

Rent and Availability 

In a perfect world, a reseller could chart an 
ideal locution and then set up shop. In reality, 
the constraints are usually price and avail- 

Unlil customers can beam into your 
store from anywhere on the planet, like they 
do on Star Trek, resellers are going to be in 
physical locations. In the meantime, choo.se 
your localion well and then start working on 
your Internet presence. CW 

Computer World: 

(61)4) 640-3900 
Relail Council of Canada: 
hitp://w ww.reiailcouncil.org 
Compuseareh; hilp://www.bpmsi.com 
Statistics Canada: http://www.siulcan.ea 

Douglas Alder is Publisher of Canadian 
Computer Wholesaler. He can he reached at 
puhllsher(ailcp.cu. 
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words 

don’t count, 
numbers do. 




Samsung 

ViewSonic 

Sony 

NEC 


21 

16 

12 

5 


awards 

awards 

awards 

awards 


simply honored by PC Computing. PC Magazine, Window; 
Magazine and PC World with more awards 
in 1996' than any of our competitors, 
simply delivers, simply Samsung. 
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1-800-949^567 
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r WitVi an Mt>PP of $i,15o (US) ^ 
the LT'lZS&, matched up with the 
Soundu^ 4500 configured with the lUO? 
MHi MMX 6?U and Me> FAM. cost! 

less than some of the other 
. high-end notebooks alone! ^ 


Hook the LT-I2.S& 
up to the Soundk 4500 for the 
coolest - or is it the hottest? - 
small audience presentation 
system fou can get 
-jour hands on! 


If iz" isn't enough, 
check out our 
FT- 15 

for onl'f $?,lo^5 (US) 
MSPP! 


To find out 

^how to get -four hands 
on either one of these hot 
performers call us at 


Come fee! the heat at 
Comdex Canada, 
Toronto, July 9-1 1 , Booth 51 22 


■ (Tn Rlck* D 
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EXCELLENCE FOR ALL THE WORLD TO SEE 

http://www.sceptretech.com 1-800-788-2878 


